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The new 


1938 Spring and Summer 
styles in shoes for every 
member of the family are now 
ready for showing 


in your store 


by the 
F ricdman=Shelby Branch 


upon request 
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VOICE of the TRADE 


ERA A. HIRSCHMANN, vice- 
president of Saks Fifth Avenue. 
says? 

“The merchant himself can nar- 
row down his markets by indicat- 
ing a troubled attitude or perspec- 
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tive and can start unloading des- 
perately and dramatically in a way 
which will break markets, break 
profits and distort the entire situa- 
tion. In other words, retailers can 
anticipate and bring about the very 
thing which they fear may happen. 

“The country is experiencing a 
healthy momentary recession from 
a pessimistic prosperity. It might 
be called a ‘corrective.’ Merchants 
were beginning to loosen up on ex- 
penses. But nature never made a 
straight line and all business graphs 
move in curves. This is a detour. 
It has its advantages. The last de- 
pression was more of an astringent 
than a purgative where correcting 
loose operations was concerned. 
Business still can eliminate furbe- 
lows and become as efficient as 
times and added expenses demand. 

“Business men are too quick to 
radiate gloom and to run to cover. 
Nobody ever won a victory from a 
storm-cellar.” 





W. M. ASHE, children’s shoe 
buyer at the Bon Marché, Inc.. 
Asheville, N. C., says: 

“Some seven years ago our store, 
The Bon Marché decided to sepa- 
rate children’s shoes from the ladies’ 
shoes, feeling this would solve our 
problem since we were losing busi- 
ness on children’s shoes. 

“Since this time I have been in 
personal contact with every mother 
who comes into the department, in 
order to be sure that the child has 
the correct shoes for that individual 
foot. Of course, being sure in every 
case that the shoes are fitted long 
enough for the child’s growth. We 
also inquire from the mother 
whether the child is hard or easy 
on shoes, then we are sure to always 
give a personal service to the mother 
and assure her of our sincerity. 

“We always advise bringing the 
child to be fitted and in case of 
change in last or heel, as the child 
zrows, we insist upon personally 








fitting them. We, however, keep on 
file the size of every pair fitted and 
the date, in the event it is impos- 
sible to bring the child. We judge 
from the time the last shoes were 
purchased as to the size needed. We 
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do know by our experience about 
how much the average child will 
grow in three or four months, or 
longer, as we study this very closely. 

“Since we do insist on the child 
coming into our department for fit- 
ting, we accomplish two things: 

“(1) We come in contact with 
the child, which develops a feeling 
of friendliness and confidence. 

“(2) We always have souvenirs 
to offer the children suitable to their 
age, which always brings them back 
to our department.” 








Hi. W. BRIGHTMAN, president of 
the National Consumer - Retailers 
Relations Council and vice-president 
of L. Bamberger & Co. of Newark. 
N. J., told several hundred Phila- 
delphia merchants at a luncheon of 
the Chamber of Commerce retail 
merchants’ committee that con- 
sumers were being rapidly organ- 
ized. Unless retailers helped them 
in their problems, the consumers 
would fall into the “influence of 
fanatics or left-wing insurgents, 
who can fight business and adver- 
tising and do irreparable harm. 
Mr. Brightman said that enlightened 
retail merchants already were or- 








ganizing forces with consumer 
groups, as evidenced by the prog- 
ress being made by the consumer- 
retailer relations movement. This, 
he said, was progressing well in 
Philadelphia under the direction of 
the Consumer Council, acting with 


the chamber’s retail merchants’ 
committee. 
“Retailers and manufacturers 


alike are rapidly coming to a num- 
ber of important conclusions about 
this situation. First, that the repre- 
sentatives of consumer interests who 
are pressing these demands really 
do represent millions of men and 
women who are intelligent, alert, 
aroused and daily becoming more 
aware of their ability to secure 
recognition and cooperation through 
organization and group action. 

“Second, that the demands of 
these consumer representatives for 
more merchandise information are 
fair and reasonable. As purchasers 
of goods, they are entitled to all pos- 
sible assistance in this drive to get 
their money’s worth. 

“Third, that it is just plain good 
business to give the customers all 
the essential facts about the mer- 
chandise they buy. Such a program 
obviously will increase consumer 
confidence in merchandise, and par- 
ticularly in advertising, it will re- 
duce customer complaints and save 
millions of dollars annually by 
drastically reducing returns; it will 
increase consumer acceptance for 
quality merchandise; and it will 
reduce waste by enabling the con- 
sumer to become more intelligent 
and more efficient both in the pur- 
chase and utilization of her needs.” 








WOE KALISKY, president of the 
Shoe Travelers’ Association of 
Chicago, says: 

“T have one fault to find in writ- 
ing this article. I am not able to 
argue with the man who raises ob- 
jections to my statements. No mat- 
ter how thoroughly I cover every 
point in the article, there is going 
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HEADLINES 
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—On Tuesday the front-pages of 
New York's Dailies were shrieking 
to their millions of readers: 


"Japan Defies the Powers” 
"New Mediterranean Crisis" 
"3000 Killed in Chow Mien" 


—On Wednesday these same front 
pages were loudly proclaiming, 


in big type headlines: 
"Yankees Win 8-1" 


—And scarcely a word appeared on 
any of these front pages regard- 
ing any of the world's great 
“crises.” 


—Which goes to show how easily 
the human mind can be diverted 
from its real or imaginary trou- 
bles, by something that appeals 
to its sense of surprise or enjoy- 
ment. 


—lIf the newspapers would feed us 
less doleful head-lines for the next 
few weeks, I'm not so sure but 
that we would develop a new and 
wholesome philosophy of cheer. 
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President 





to be some fellow with objections 
to the trend of my statements. The 
fellow must be shown before he 
acts. 

“When I state, in all sincerity, 
that the NATIONAL SHOE FAIR, 
to be held in Chicago at the Stevens 
Hotel, Jan. 3, 4, 5 and 6, 1938, is 
an ideal opportunity to buy, to get 
ideas and to learn market condi- 
tions, I naturally expect someone 
to ask the question—‘Where’s the 
proof?’ The best evidence that I 
can possibly proffer is—the names 
of hundreds of merchants who 
NATIONAL SHOE 
FAIR last January and who bene- 
fited materially from what they 
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saw, from what they learned and 
from what they purchased. 

“These annual expositions are 
going to be affairs of tremendous 
importance to merchants through- 
out the country, and it is not going 
to be advertising of this nature to 
make them so but the word-of- 
mouth advertising that will be cir- 
culated throughout the country by 
satisfied merchants who have at- 
tended these expositions. And after 
all, that is the best kind of adver- 
tising. Sooner or later you are 
going to be a regular visitor to 
these expositions. Sooner or later, 
you are going to get the information 
direct from some fellow merchant, 
as to the remarkable success that 
followed his attendance at these ex- 
positions. Keep step with the times. 
Merchandise your business in a 
Twentieth Century way. Come to 
Chicago and inspect the thousand 
or more lines of men’s, women’s and 
children’s shoes, shoe findings, shoe 
fixtures and rubber goods.” 


* * * 


Miss MARGARET E. McNEARY, 
adjustment manager for Rike- Kum- 
ler, Dayton, Ohio, says: 

“I feel that there is still a big 
need in educating shoe clerks to 
give the customer the right fit for 
the right pair of feet and when that 
is done, I venture to say that the 
bulk of our shoe adjustments will 
have been eliminated. 

“T believe, too, that the shoe clerk 
should do everything in his power 
to impress the customer that shoes 
should be returned immediately 
when they ‘just don’t feel right’ 
and that she should not continue 
to wear them. But the fundamental 
thing lies in proper fitting. 








“Also, I believe that the manu- 
facturer can do much to eliminate 
this problem of returning shoes for 
adjustment by making shoes more 
comfortable. The average woman 
customer will not buy oxfords any 
more unless they be in sport styles. 

“The long, slender foot is the 
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most misfitted of all and such cus- 
tomers cannot seem to wear the 
average shoe offered them. The 
manufacturers might be wise in con- 
centrating on this point in an effort 
to correct the situation and thus 
eliminate many returns. 

“There is one point which should 
be emphasized. The shoe clerk 
should not be permitted to switch 
sizes on a customer. I know the 
temptation is very great sometimes, 
and when I was a shoe saleswoman, 
I did it now and then, but not 
often. This is another reason for 
creating reasons for complaints or 
adjustments. 

“The problem of returns for ad- 
justment is a matter which all stores 
can handle if they will take the time 
to solve it. The solution lies in im- 
proving the buying habits of the 
public. Until stores do that, we will 
continue to have the bugaboo of 
returns for adjustment.” 


* * * 


FARMERS are paying their land 
bank debts at such a brisk rate that 
the Farm Credit Administration will 
call and retire $71,911,540 of Fed- 
eral Land Bank Bond issues which 
are callable on Nov. 1, W. I. Myers, 
Governor, announced. 

It is expected that most of the 
commercial bank loans will be re- 
paid within six months and that all 
will be retired within a year. 

The statement said that loans in 
good standing in the farm loan sys- 
tem amounted to 87.2 per cent on 
Aug. 31, compared to 47.4 per cent 
on Dec. 31, 1932. 


* * * 


e&J OSEPH KAPLAN, president and 
general sales manager of the 
Colonial Tanning Company, Inc., 
just returned from a trip to the 
shoe factories of Pennsylvania, 
Maryland, New Jersey and Vir- 
ginia, says: 

“Although I found business quiet, 
I also found a feeling of optimism 
among shoe manufacturers. They 
feel that business is going to be 
better soon and are very, very opti- 
mistic about the Spring run, figur- 
ing that because of the unexpected 
let-down we have had, business will 
be proportionately better when it 
starts up.” 





DR. EDMUND STIASNY, dean 
of the international leather chem- 
ists, was recently honored at Copen- 
hagen in Denmark. The chemists 
presented him with a book, printed 
in his honor. This book, containing 
39 chapters, was written by as many 
leather chemists—all of renown— 
each in his particular field. Nine of 
them are Americans. 

Dr. Stiasny, during forty years 
of research, is credited with having 
turned up more truth of the mystery 
of leather-making than any other 
man. Besides his research work, he 
has presided over, or advised, or 
lectured before the leather colleges 
in Leeds, England; Darmstadt, Ger- 


many; Vienna, Austria, and Mecca. 


Page 13 


FRANK W. WHITCHER, one of 
the founders and first treasurer of 
the National Leather and Shoe 
Finders’ Association is touring 
Europe—ever interested in leather 
and shoe findings. 

Mr. Whitcher operated the F. W. 
Whitcher Company of Boston, one 
of the oldest leather and findings 
dealers in the country, founded in 
1826. It was Mr. Whitcher’s privi- 
lege, through having been ap- 
proached by the O’Sullivan Com- 
pany, to introduce the rubber heel 
to the shoe repairing trade. 

Mr. Whitcher is associated with 
the United Shoe Repairing Ma- 
chine Company of Boston, Mass. 
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"I came to try on the two thousand shoes you just received from Paris." 
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Commerce and Navigation, 1935. 
by Unmed States Depertment of Commerce. 


Source: F 


WasHincTon, D. C.—One of the most imposing and 
representative groups of shoe manufacturers and 
spokesmen for all branches of the industry, including 
retailers and organized labor, that ever assembled for 
any purpose, gathered in Washington on Tuesday and 
Wednesday of this week to attend the hearing before 
the Committee for Reciprocity Information on the 
proposed reciprocal trade agreement with Czechoslo- 
vakia and to protest against the granting of any con- 
cessions on shoes to that country. 

Not only did the shoe industry, as represented in 
Washington, declare its unalterable opposition to any 
lowering of present tariff protection, but its represen- 
lative spokesmen emphasized the urgent need of fur- 
ther protection from the increasing menace of foreign 
shoe imports from Czechoslovakia. The position of the 
manufacturers, as presented by Jay O. Ball, president 
of the National Boot and Shoe Manufacturers Associa- 
tion, was summarized in the concluding paragraph of 
his statement as follows: 

“The National Boot and Shoe Manufacturers Asso- 
ciation therefore respectfully submits that, instead of 
making any concessions to Bata through a reciprocal 
trade agreement with Czechoslovakia, our American 
shoe manufacturers and American shoe workers should, 
by Presidential proclamation, have protection against 
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INDUSTRY Asks PROTECTION 






Shoe Manufacturers, Trade Association Ex- 
ecutives, Members of Congress from Shoe 
Manufacturing States, Mayors and Chambers 
of Commerce of Shoe Cities Attend State 
Department Hearing in Washington to Voice 
Protests Against Shoe Tariff Concessions in 
Proposed Trade Treaty with Czechoslovakia 













Charts shown on these pages are re- 
produced from three out of a group 
of eleven graphic presentations of 
important facts emphasized by the 
National Boot and Shoe Manufac- 
turers Association at the hearing on 
proposed Czechoslovakian trade 
agreement in Washington. 





this rising menace to our markets through increased 
duties assessed on Czechoslovakian shoes, and where 
necessary to equalize Czechoslovakian costs as nearly 
as possible with our domestic costs of production, such 
duties should be based on the American selling price 
of like footwear made in the United States, in accor- 
dance with Section 336 of the Tariff Act of 1930.” 

John D. Lynn, counsel representing the National 
Boot and Shoe Manufacturers Association, also par- 
ticipated in the presentation of the lengthy case on 
behalf of that organization; L. E. Langston, execu- 
tive vice-president of the National Shoe Retailers 
Association, represented that branch of the industry 
and filed a brief on behalf of his association; James 
H. Stone, secretary of the New England Shoe and 
Leather Association, led the several New England or- 
ganizations in presenting their opposition to treaty 
concessions now under consideration relative to duties 
on leather footwear, and particularly on women’s 
cemented shoes on the ground that imports of that 
type of shoe are especially menacing to the shoe indus- 
try in this country. 

Several members of Congress from shoe states 
were in attendance, as were mayors and official repre- 
sentatives of several of the cities where the shoe indus- 
try is a vital factor in the prosperity of the committee. 
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AVERAGE PRICE PER PAIR OF TOTAL U. S. 
PRODUCTION OF LEATHER SOLED FOOTWEAR 
Compared with ; 
AVERAGE PRICE PER PAIR OF TOTAL 
CZECHOSLOVAKIAN LEATHER SOLED 
IMPORTED BY U. S. 


Source: U.S. Average Production from 
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Statistical Department National Boot and Shoe Manufacturer ‘\ssoriation 





Chambers of Commerce of many cities appeared, and 
the Associated Industries of Massachusetts were repre- 
sented by George L. Barnes, an official of that organ- 
ization. Among the labor organizations represented 
were the Boot and Shoe Workers Union, A. F. of L. 
affiliate; the United Shoe Workers, a branch of the 
CIO, and the Brockton Brotherhood of Shoe and Allied 
Craftsmen. Needless to say, prominent shoe manufac- 
turers from all sections of the country were present, as 
were also official representatives of many other organ- 
izations of various kinds. 

The printed outline of the presentation of the Na- 
tional Boot and Shoe Manufacturers Association com- 
prised a forty-two page pamphlet, including charts and 
tables of statistics. The growing menace of imports 
from abroad, as a competitive factor endangering the 
prosperity of the American industry, was stressed as 
follows: 


“For many years prior to 1930, there was no duty 
on shoes imported into the United States from other 
countries; and during the same period the United 
States exported shoes to practically all countries of the 
world. The American Shoe Manufacturers were able 
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Competition 
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to hold their own in the American market, without 
asking for any import duty on shoes entering the 
United States, and could also successfully and profitably 
export shoes to other countries. 

“A complete reversal of this situation has taken place. 

“In 1919, according to the Statistical Abstract of 
the United States, published by the Bureau of Foreign 
and Domestic Commerce of the United States Depart- 
ment of Commerce, after the American Shoe Manu- 
facturers had carried on a substantial export business 
for a number of years, there were 21,683,000 pairs of 
Leather-Soled Footwear exported from the United 
States at a total dollar value of $75,372,000. But in 
1936, exports of Leather-Soled Footwear from the 
United States had shrunk to 1,587,000 pairs at a total 
dollar value of only $3,393,000, a decrease of more 
than 95 per cent in dollar volume. 

“According to the same source, in 1919 there were 
only 62,000 pairs of Leather-Soled Footwear imported 
into the United States at a total dollar value of $226,- 
000; which increased to 5,293,000 pairs in 1936 at a 
total dollar’ value of $2,641,000, an increase of more 
than 1000 per cent in dollar volume.” 

[TURN TO PAGE 37, PLEASE] 








Keeping in time with 
clocks is Hollywood’s 
new fad for the stars, 
only this time they are 
on the outside of the 
stocking, embroidered 
by hand with a brown 
silk thread on a “Neon- 
Sun” shade. This was 
created by Willys of 
Hollywood, foremost de- 
signer and creator of 
hosiery for stars, The 
stocking is worn by 


Diana Gibson, RKO star. 


SPRING HOSIERY PICTURE 


Eating Designs and Frivolous Fashions of the 
Lillian Russell Era to Be Modernized with a Sense of 
Humor for Evening and Daytime, while “Tweedy” 
Surfaces Will Find Place Among Sport Stockings. 


MIARCHING with the Spring parade the spotlight will be focussed on 
fashions in hosiery. The turn of the century inspired the present mode. 
Echoes of the early 1900’s point the way to clox and stripes in hosiery 
designs; daring suggestion for displaying ankle and knee. Thanks to 
1937-38, with its upward and forward moving silhouette, slim waist, 
widened hip, high bust; and high skirts leave to the art of the hosiery 
manufacturers the chance of a lifetime for novel and original designs in 
hosiery. With skirts rising to new highs of 15 and even 16 inches for day 
wear, or piquantly elusive with uneven hems and slits for evening wear, 
hosiery prominence is advantageous. 

The glamor note of the early century has taken definite hold. Now 
along comes Spring to carry it on in gay, new ways. Everything points 
to a colorful season. Whether for the desert sun of Palm Springs or the 
balmy Atlantic at Palm Beach, whether on sea or land, for cruise or 
resort, comes a new series of colorful costumes, bright, daring combina- 
tions and soft, feminine sports clothes. 

Besides being a year of feminine allure and glitter, this is also a 
year of active sports for women, and the Spring, perhaps more than any 
other season, stresses the great outdoors in apparel. The coming season 
will create for golf those smart, short jacket suits of high color with full 


The Polo Seam is the newest innovation of Willys of Hollywood. These stockings 
are glove-stitched by hand, and he guarantees they will attract as much attention 
as the polo players themselves. The petite line has a dramatic effect of slender- 
izing the ankle and the calf. “Riviera Tan” is the color Willys chooses to 
introduce these hose in, and Eleanor Hansen, who is seen in Universal’s “One 
Hundred Men and a Girl,” wears them. Design is copyrighted. 
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pleated skirts. Golf capes, drawing their inspiration 
from the beach capes, will be popular in all lengths for 
throwing over casual suits after the game. White and 
beige shades will be much in evidence for combinations 
with pastels or alone, and light tweeds and knits will 
also have early Spring prominence. 

Not in many years has the hand of fashion been so 
generous in its opportunity for manufacturer and 
wearer. Not a detail of the present mode is unimpor- 
tant. Coordination of hosiery with costume and acces- 
sories will be more important this Spring than ever 
before. Clothing the ankle and leg will play a promi- 
nent part and will be of recognized importance in the 
blending of every style feature. 

From my experience as hosiery designer for stars of 
screen and stage, I find that they consider individuality 
in hosiery as important as in any other costume detail. 
My hosiery designs adhere strictly to the future trends 
of fashion. Before creating stockings for a new season 


AS HOLLYWOOD 


or a new production, I study the style picture from 
every angle. As a result of my fashion accuracy, studio 
designers and stylists come to me for my style predic- 
tions. I have not only studied fashion trends, but have 
also made a complete analysis of textiles, their design- 
ing and manufacture. 

The Lillian Russell era has not only contributed its 


WVILLY DE MONDE, known to the trade as “Willys of 

Hollywood,” has specialized in designing stockings ex- 
clusively for the motion picture people during the past 
seven years. Previously, he operated in New York City, 
where for many years he supplied the new things in hosiery 
to the threatrical producers. 

Willys has without doubt introduced more original and 
practical hosiery novelties than any other man in the busi- 
ness. His method is to go over the fashion and color situa- 
tion with all the prominent studio costume designers, then 
to work out something new, in keeping with the costumes 
to be created for a particular star in a particular motion 
picture. 

Another phase of his work is the making of individual 
new things for the personal wardrobe of certain of the stars. 
This latter method has been the means of gaining for Willys 
an international reputation as a hosiery stylist. Many of 
the “big names” on the American screen traveling or work- 
ing abroad have spread Willys’ fame through the several 
exquisite designs he has worked out for them. Kodra, famed 
English producer, uses Willys’ hosiery almost exclusively. 

Through confining his efforts to the motion picture and 
theatrical world, and not to the masses, Willys is able to 
produce new things far in advance of the popular acceptance. 
By the time the regular hosiery trade has caught up to his 
innovations, he is off with something else, which is new 
and fashion right for his exclusive clientele. 
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glitter and gayety, its strictly feminine curves to the 
1938 season, but Orient and Occident are adding notes 
of color and brilliance. Lace and colorful embroideries 
from Spain are welcomed along with the straight, boxy 
Mandarin coats from China and the high-necked Cos- 
sack styles from Russia with their high boots, cut low 
at the sides for hosiery emphasis. 
The hosiery of years ago is accepted with reserva- 
tions today. It must be up-to-date even if old-fashioned. 
Legs in the early century were daring and suggestive. 
Today they are natural and mentionable, and showable 
and not to be taken too seriously. Clox and candy 
stripes and naughty lace insets have been modernized 
with variety and a sense of humor. Lace, the epitome 
of daintiness and feminine charm, makes heels and 
toes for cut-out sandals. It is inserted across the in- 
step or draws attention to dimpled knees with frivolous 
messages. It is a decided innovation to wear one’s 
[TURN TO PAGE 29, PLEASE] 


SEES IT 


by WILLYS OF HOLLYWOOD 


The newest innovation created and copyrighted 
by Willys of Hollywood is the airflow stocking. 
This stocking is said to absorb the air as the 
woman steps forward and permits it to circulate 
underneath the sole of the foot, ventilating same 
and passing through mesh eyelets on the full- 
fashion mark. Mr. Willys is shown here pointing 
out these features to Luli Deste, Columbia star. 




















**MPREPARE Now For Winter” is the slogan of a 
campaign sponsored by Taylor Instrument Companies, 
manufacturers of thermometers and pressure recording 
instruments, and designed to boost the sales of every 
type of Winter merchandise. This campaign has ap- 
proval from many sources and has already received 
advance publicity in various national magazines, with 
over 13,000,000 circulation. 

Shoe stores will find it an excellent tie-up for pro- 
moting stormy weather footwear and sundries of every 
type—shoes, rubbers, galoshes, boots, spats, leggings, 
hosiery, and so on, not forgetting slippers for restful 
evenings and chilly mornings. 

Notice the dates, Nov. 6-13. While there is little time 
for preparation (if you have not already made plans) 
Boot AND SHOE RECORDER offers a program that can 
be carried through without trouble, including news- 
paper advertising, window displays, interior displays, 
and a slogan idea that will help you to “steal the show” 
in your town. 

It’s a simple, powerful, practical idea—cover the 
town with posters featuring the slogan “Cold Weather 
Comfort Begins With Your Feet”—like this 


NATIONAL WEATHER WEEK 


Cold Weather Comfort 
Begins With Your Feet 


YOUR STORE NAME 





It’s TIME 
to FEATURE 


S hoe Stores Have Splendid Opportunity to 

Cash in on Nation-wide Promotional Campaign 

with Slogan “Prepare Now for Winter” 
November 6-13 


by R. E. ANDRUSS 


Top and bottom lines in blue—center lines (slogan) 
in red, printed on white paper, and also on full sheet 
(22 x 28) cards. Use the paper sheets for billboards, 
and wherever they can be hung or pasted. Get all the 
cardboard posters you can on the sides of trucks. 

Repeat the message in a small ad on every page of 
the paper that features National Weather Week (in 
addition to your regular merchandise ad) using the 
line “—see page —.” Have small cards with the mes- 
sage on them for distribution to persons and cars down- 
town (print both sides). For a tie-up have a two-sided 
sign mounted on a truck trimmed in icicles and snow, 
or have a mounted man in old town crier costume, 
with a horn or bell, carrying a banner with the mes- 
sage. In other words, so completely cover the town with 
the slogan that it dominates the whole show. 

Your ad in the papers should be well illustrated, with 
good descriptions and prices. For the heading copy 
of this ad we suggest: 


NATIONAL WEATHER WEEK 


Co_p WEATHER ComFort Becins WitH Your FEET 


Bundle up as you may, if your feet are cold, you’re 
uncomfortable, and if they get wet, you're still worse 
off. Keeping your feet dry and warm is the first rule 
of cold weather comfort. 

During National Weather Week, check up on your 
footwear needs, and those of your family—and get 
whatever is needed to assure protection and comfort 
for your feet during the dangerous months ahead. 
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COLD WEATHER FOOTWEAR 


And may we suggest—(store name) is a good place 
to get them. 

(Follow with merchandise items, illustrations, de- 
scriptions, prices.) 

For a small amount you can use a contest idea that 
should get a lot of interest and attention; the copy sug- 
gested for newspaper ads and a window poster prac- 
tically tell the story: 


HURRY! HURRY! HURRY! 
Win Fun, Fame and Fortune (up to $10) 
(STORE NAME) 
is offering VALUABLE PRIZES for 


WINTER WEATHER 
JINGLETTES 


Contest Closes Thursday Night 
Prize Winners’ Names will be posted 


IN OUR WINDOW SATURDAY, NOVEMBER 13 


It’s easy! It’s fun! It’s profitable! Just write a two- 
line rhyme—a JINGLETTE—about Winter Weather, 
Winter Footwear; PRINT your name and address on 
the paper. and mail it or leave it at the store before 
Thursday night, November 11th. Enter all the rhymes 
you wish, but put ONE on a sheet. Prizes will be— 

First Prize—$10 merchandise order. 
Second Prize—-$5 merchandise order. 
Ten Third Prizes of $1 each. 


If the contest is to be advertised through the mails, 
make sure that it corresponds to all postal regulations. 
duplicate prizes should be offered in the case of a tie, 
and this fact should be announced. Consult your post 

[TURN TO PAGE 32, PLEASE | 


Below: A Winter scene done in cold blues on white, is 

“framed” by a window of silvered moulding set six inches 

ahead of the scene, on a light frame around the edge of the 

sketch. This is set up at the back of a double plateau that 

repeats the white and blue. Lettering on plateaus is cut out. 

Show Winter goods for work, and sport. Snow and icicles on 
the window frame add more chill. to the setting. 

















There is no window 
display space in The 
Children’s Bootery, 
but plenty of win- 
dows so that the 
passers by can look 
inside this charming 
individual shoe store. 
Entrance is to the 
left in the patio. 
Back of this entrance 
is another door 
which leads into the 
barber shop. A huge 
pepper tree, which 
always has its green 
leaves, shades the 
patio and the side 
of the store, making 
it cool and pleasing. 


UNDERSTAND CHILDREN 


That's the Formula That Has Helped Jack Schulz of Westwood 
Village, California, Build an Unusually Successful Business Selling 
Shves to the Boys and Girls of Famous Film Folk. 


MIANY stories have been printed of the shoe buying 
habits, trends, and vagaries of motion picture people. 
Now let us consider the store, stock, and methods of 
a man who, in his children’s shoe store, cares for the 


Looking from the rear of the 

store to the front. The store 

has two complete fitting 

rooms, with the barber shop 
to the rear. 


shoe wants and needs of the children of famous film 
folks. 

In the Westwood Village section of Los Angeles is 
one of the most charming and efficient children’s shoe 
stores to be found anywhere. Jack Schulz is the pro- 
prietor. His business psychology is quite simple. “Just 
provide children with a bright, cheerful, homey room; 
have a complete understanding of how to handle them, 
then just fit them right with good shoes. Why that’s 
all there is to it.” 

The photographs give a fair idea of what this shoe 
man considers to be homey surroundings. All three of 
his connecting rooms face a sunlit open patio, with its 
year “round array of blooming flowers, fountain, and 
pool of gold fish. Two of the rooms are used for the fit- 
ting of shoes, while the third or rear room—which is just 
as bright and cheerful as the rest—is used for an ex- 
clusive children’s barber shop. A kindly barber, who 
also knows how to get along with children is in charge. 
In parenthesis, it must be stated that the barber shop 
is a great trade builder for the shoe store. 

Small children who instinctively rebel in unmistak- 
able terms when being fitted in the usual shoe store or 
department are docile little lambs here. Even the larger 
miss is content to shop here, witness the remark of a 
young lady as old as Jane Withers, “Mother, I would 
rather wait to buy my shoes from Mr. Schulz in the 
Village.” In all probability, it is the rare combination 





Sunlight streams in at the 
door which opens from 
the patio into the second 
room. These photographs 
illustrate what the owner 
Jack Schulz terms “a 
bright, cheerful, homey 
room.” 


and FIT THEM RIGHT 


of the quiet of the shop and the evident friendliness of 
those serving them that breaks down natural resent- 
ment in the very necessary fitting operation. 

As far as the complete understanding of children is 
concerned, Jack Schulz has a background of 18 years 
of selling children’s shoes. Seven of these years have 
been spent operating his own shop. In these 18 years, 
he has earned the complete confidence of the leading 
baby specialists through his practical knowledge of 
how to fit children’s feet correctly. 

Parents, too, have come to look on The Children’s 
Bootery in Westwood Village as the one place where 
their children’s shoe problems are accurately solved. 
This confidence on the part of the parents results in a 
tremendous personal following. And as there are a 
goodly number of motion picture players in the im- 
mediate and general neighborhood, this store probably 
serves more children whose folks are famous motion 
picture people than any other establishment around 
here. 

Westwood Village itself is one of the most unique 
shopping centers in the country; every one of the 
several hundred stores conforms to the Spanish type 
of architecture in an approved form. Only concerns 
of good standing selling reputable merchandise are 
permitted to do business in this restricted section. The 
surroundings are such that the general tone of the 
business community is kept at a high level. 

The old, old principle which is the corner stone of 
all good shoe stores is in effect here, “Fit them right or 
not at all.” In spite of the pleasantness of the sur- 
roundings and the sympathetic ‘handling accorded the 
young patrons, the proper fitting of their little feet is 


the prime consideration. In addition, Schulz is doing 
business with a very exacting clientele, people who have 
money, and consequently, people who appreciate good 
value and satisfactory service. 

Most of the shoes are of plain types. A smart black 
patent one-strap; a high white buckskin; a brown kid 
or calf tie, and a pair of sturdy oxfords, all simple 
shoes, yet perfectly fitted, form the basis of nearly 
every child’s shoe wardrobe. Barefoot sandals start to 
sell right after Christmas, because many children go to 
Palm Springs with their parents. A natural smoke elk- 
finish oxford is a year ‘round staple. Water buffalo is 
a staple taking the place of shark tip types. Little 
tailored bows on the patent one-straps give a dainty 
look to slender little feet. 

The fitting resources of the ample stock are as com- 
plete as it is possible to make them. Many narrow 
widths are especially made from infants’ sizes to three- 
to-nine large girl runs. Such lines as Kali-sten-iks, Ed- 
wards, Carpenter’s, and U. S. Rubber specialties are 
fully stocked. 

Confidence is the very foundation of this store: confi- 
dence of the parents, of the baby specialists, and of the 
children themselves. Children like to come for the 
friendly treatment they receive, while the parents and 
doctors know the foot health of their youngsters is in 
good, capable hands. 

Aside from the exclusive children’s barber shop 
which greatly increases traffic to the store, an interest- 
ing business of preserving baby’s first shoes in bronze, 
gold, or silver has been developed. An outgrowth of 
this business is the manufacture of bronze replicas 

[TURN TO PAGE 47, PLEASE] 
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Stop Needless Fears and Phobias 


THE situation at the moment is best expressed by 
Amos and Andy over the radio the other night: “J?’s 
cloudy and clear; and you can expect a warm-cold 
wave.” It’s any man’s guess. Even the best don’t know. 
It’s funny to pick up the prediction sheets of the last 
two months to see how wrong the “experts” have been. 
Something has happened. That’s that. Directly or in- 
directly billions in dollars have been lost—a bulge in 
the market now may put millions into other hands 
which, in turn, may make spendable profits for 
Christmas. 

But a sum of money equal to half of the year’s entire 
national income has gone through the purge of profits 
in the stock market in October. Now we are going 
through a purge of inventory and it may be followed 
by a purge of employment, terrible as that may be. 

America is too emotional for its own good. The 
purchasing power of 1937 should ordinarily absorb 
the surplus goods made up in °36 and the 1937 re- 
mainder would simply be a normal carrying-stock in 
every line of business. 

But American business wanted extra profits as a 
reward for its speculative foresight. Many a manufac- 
turer bought raw and finished materials (and patted 
himself on the back for owning them) at low prices when 
the market was going higher day by day in °36 and 
early ’37. Some of the mills fabricating steel, copper 
and minerals have supplies on hand well into ’39. 
Money was cheap and they bought heavily because 
goods in a rising market are preferable to dollars that 
earn no interest. 

The same thing was true in fabrics and in some 
degree in leather and shoe supplies. We made plenty 
of finished goods and they have still to be disposed of. 
They haven’t been made obsolete by radical style 
changes. 

The natural business philosophy was to sell at the 
highest possible price and make sure that there was a 
little extra profit all the way down to the point of sale 
to the ultimate consumer. If easy credit, fluid money 
and good employment could have continued, it would 
have all been absorbed and a real boom would now be 
well under way. 

But this unforeseen purge has put fears into the stock 
market operators, then business men; and before long, 
the public. 


The vicious spiral of unemployment can start so 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


easily—don’t do it needlessly. Let’s not be too ready 
to “fire” needlessly, with Christmas just ahead. Wages 
make purchasing power. 

It’s the easiest thing to quit and run away from the 
difficulties which lie ahead. Someone has said: “The 
business man is one who faces problems. That’s what 
makes him a business man.” Stop talking “jitters’”—go 
to work—a bulge in trade can be made by salesman- 
ship in the next two months—but not by wailing woe. 

I have a feeling that the adminstration in Washing- 
ton knows that it is going to have an increased prob- 
lem of unemployment and wants the presence of Con- 
gress in mid-November for something other than the 
five subjects enumerated by the President. Congress 
likes to pass relief bills when the cry comes from their 
communities that unemployment is again a sinister 
shadow of the unreality of modern life as it is being 
manipulated both here and abroad. 

Fortunate, indeed, is the business that has financial 
reserves and twice fortunate the business that has not 
increased its overhead. There comes a time when it 
is better to move goods, swapping dollar for dollar, 
to keep the machinery in operation. , 

But remember this. This period is not one of 
the decay and destruction of an old, established 
order, but one of important beginning of a new 
order, reconciling industrial efficiency with meth- 
ods of distribution that are definite, clean-cut, 
wasteless and honest in values and service. If 
you have made your business a real, efficient busi- 
ness, it will continue and prosper. If it is just a 
tired, stale inheritance of old ideas, old methods 
and old minds, then it is time to give it new life 
and energy . . . or else. 

I see, in the next three months, the necessity for a 
very definite invigoration of all the forces of sales- 
manship to move the old goods and to make room for 
new goods. America is an alert, young and ambitious 
nation, populated with a people who want things and 
are willing to work for them. To have a languid, list- 
less period of poor business, poor employment and 
“poor mouth” generally is not in the spirit of the land. 
America has got to shake off its fears and phobias and 
go to work. 
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A NEW POLICY 
A NEW PROGRAM 


HAMILTON-BROWN SHOE COMPANY 


OLDEST SHOE COMPANY IN THE WEST — — ESTABLISHED 1872 


SPECIALIZED PRODUCTION 





Country Club SHOES for MEN 
To retail at $4.00 


Ambassador SHOES for MEN 


To retail at $3.00 


American Lady SHOES 
To retail at $5.00 and up 


Some with “Formedic Arch” Feature 


Fashion Park SHOES for LADIES 
To retail at $4.00 


Some with “Archmedic” Feature 


Mar-v-lus Age WELTS for GROWING GIRLS 
To retail at $3.00 and up 


COMPLETE NEW LINES FOR SPRING 


American Lady AND Fashion Park SHOES NATIONALLY ADVERTISED 
in "GOOD HOUSEKEEPING”, "VOGUE" AND "HARPERS BAZAAR" 


THE FRANCHISE WILL BE IN DEMAND IN YOUR CITY 
WRITE US FOR INFORMATION - - WAIT FOR OUR REPRESENTATIVE 


HAMILTON-BROWN SHOE COMPANY 


12th and WASHINGTON AVE. SAINT LOUIS, MISSOURI 
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A half page ad used early this month 

by Wetherby-Kayser, Los Angeles, 

who also carried four full-page 

women’s shoe ads in the month of 
October. 


WITH November and colder 
weather just around the corner, re- 
tail shoe stores, department stores 
and specialty shops are expanding 
the scope of their advertising and 
promotional activities because they 
are convinced the time has come 
when a drop in temperature can 
soon be counted on to give a rea! 
stimulus to selling. It’s always diffi- 
cult to advertise seasonal merchan- 
dise against the weather, so stores 
in those sections of the country 
where Autumn thus far has been 
abnormally mild have shown a 
tendency to hold their fire until con- 
ditions became more favorable. 
This, of course, has not been 
true in all sections of the country; 
on the Pacific Coast, for example, 
some stores have been using big 
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BIG SPACE ADS EARN 
LOWER RATE 


Cian Be Bought with Real Economy if Contract Is. 
Contingent on Amount of Space Actually Used During 
the Year—Shoe Stores Increase Their Advertising as 
Colder Weather Imparts a Fresh Stimulus to Shoe Selling 


space all through the month of 
October. Wetherby-Kayser ran a 
series of four full pages in the Los 
Angeles Times, and the trend in 
the Southwest and the Mid-west 
also seems to be in the direc- 
tion of more and bigger shoe ads. 
In New York, where circulation and 
space rates both run into big fig- 
ures, as compared with most other 
cities, the specialty shoe stores 
usually confine themselves to less 
space and in many cases do a very 
successful promotional job through 
the well planned use of ads of 








FRANK WERNER 
Sligee Salon + 255 Geary 




















FRANK WERNER’S Sloe Stove of Jonovon 
French Perfumes Dedicated te Colifornie’s sophisticntes . . . 
Lipsticks, Cosmetics . x offs 

= fer lovely ladies ... the stunning little frivelows 
nia detoils that determine the wecens of your cor 
Hondbog tume. Presenting not only the newest ond 
. smortest footwear os clwoys ... we've gone 
Fine Gloves to infiarte poim te find correlating accessories 
= of equel distinction. H it's new ond distin 
ae gvished, different, emusing ... we'll have itt 
Costene Suechy Wetch Front Werner fer euthenticfeshion fps 
e «+ fer diflerent” idews ... for exclusive style 
Sheer Howery inrovahens. 





hagment ag cnr brilliant collections of exclusive of. Miller Shove 








One of a series of interesting ads by 
Frank Werner’s “Shoe Store of To- 


morrow,” San Francisco. 


smaller dimensions. Here the de- 
partment and apparel stores are 
more lavish in their use of news- 
paper publicity, but even with these 
great metropolitan stores full-page 
ads are rare enough to call for 
comment. Franklin Simon used one 
in the Times of Oct. 21, the page 
being devoted to “Proven Suc- 
cesses” in their new Laird Schober 
suedes and illustrating twelve styles 
that ranged in price from $12.75 
to $14.75. 

“Wherever smart feet travel 
you'll see these shoes,” the ad de- 
clared. “Twelve Laird Schobers 
skyrocketed to fame in one short 
month. British-looking strapped 
affairs worn with tweeds at Meadow- 
brook, with tailored suits in town 
. . . low-heeled slip-ons addicted to 
Sutton Place, and a classic in the 
suburbs . . . marvelous Cuban- 
heeled oxfords suave enough for the 
Colony, comfortably heeled for 
shopping. And for late afternoon 
excitement, a dazzling array of 
high swathed beauties and slim, 
young pumps, already causing cock- 
tail chatter at Twenty-One, They’re 
the shoes of the hour, made from 
the world’s finest suedes and lasted 
by Laird Schober craftsmen from a 
file of a million feet.” 

The first of the four full-page ads 
in the Wetherby-Kayser series men- 
tioned above was devoted entirely 
to the merchandise carried in the 
newly enlarged branch on West 
Seventh Street. This ad stressed 
fashion newness in men’s, women’s 
and children’s footwear. Next came 
a page devoted to “Debs,” with this 

[TURN TO PAGE 32, PLEASE] 
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AND ANSWERS 
FOR THE SHOE MERCHANT WHO 


MORE 


WANTS TO MAKE, MONEY... . 








You’re looking for more profits. You'll ‘4 


find them exactly where thousands of alert 
shoe merchants are finding them—in , 
Dr. Scholl’s Arch Supports. Read these _— £5, . ide Sai 


Des ” Mt 
4: nd WER". be 
otra! 


questions and answers and learn why... sins 2 Se Sethe ae neg aut eee 
‘ ‘ ane eee 


Qs Is there a NEED for Dr. Scholl’s Arch Supports ? 
Ae Probably 1 out of every 4 adults in your community 
has weak arches. That is about the national average. 
Ar Are Dr. Scholl’s Arch Supports in demand ? 


Ae Advertising plus physicians’ prescriptions give you 


the demand. ve immed, 8S OF weak or 1 call 
§ 4 late reli Or fa OUsEs 
j seresantoet by removing the arches. Dr. Scholl's 


Qe What is done to build business for the retailer ? 

Ae Dr. Scholl’s advertising in 17 leading magazines 
reaches nearly 25,000,000 readers every month—and over 
150,000 physicians are influenced through our messages 

in the ethical press. 

Qe What is the keynote of this advertising ? nd 
Ao Individualized support. Dr. Scholl’s Arch Supports Vf 
are effective because they are adjusted to each customer’s 
individual needs—they give results impossible with ready- 
made so-called “arch support’’ shoes which are made with 
one standard elevation to meet a// conditions. 

Qe Is there a good mark-up? 

Ade Excellent. Dr. Scholl’s Anterior Metatarsal Arch 
Supports, for example, cost you $2.50, retail for $5.00. 
Q. Is a big inventory necessary ? 

Ae No—only a small fraction of the investment neces- 
sary to stock so-called ‘“‘arch support’’ shoes. 


Qe What is the way to get started ? 
Ae write for complete catalog to... 


THE SCHOLL MFG. CO., Inc. 


Maker of Dr.Scholl’s FOOT COMFORT Appliances and Remedies for All Foot Troubles 
213 W. SCHILLER ST., CHICAGO 62 W. 14th ST., NEW YORK CITY 
112 ADELAIDE ST., E., TORONTO, CANADA 


LARGEST INSTITUTION OF ITS KIND IN THE WORLD 
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BASKET BALL season is 

just ahead and that means 
a big sales for athletic foot- 
wear. Go after this business. 
Keep basket ball shoes dis- 
played constantly in your win- 
dows. Mention them in your 
ads. And why not see the 
coaches of the local teams 
about the shoe orders for their 
squads? 


8 AFTER you have changed 
your window displays to- 
day, go outside and try to look 
at them as would any casual 
passerby. Are they interesting 
displays? Would YOU stop 
and look at them if you were 
window shopping? Do the 
window cards get their story 
across? Be critical —and be 
honest in your criticism! 


12 WHY not run a good 
strong ad on Men's 
Winter shoes tonight? This 
is certainly timely and will help 
Saturday sales. If you do not 
have a strong interesting win- 
dow display, put one in to- 
night. And see that the bal- 
ance of your window displays 
is livened up and made more 
interesting. 


THE 
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Selling Plans and Ideas to Speed Up 


RETAIL CALENDAR 


Sales of Shoes, Slippers, Rubbers, Hosiery and 


1 A NEW week and a new 

month. Are you prepared 
to make the most of it? There's 
plenty of profitable business 
to be had in November for 
merchants who go after it with 
an aggressive selling and ad- 
vertising program. Start the 
week off with a complete new 
trim in all windows. 


WHAT are you going to 

advertise to stimulate 
Saturday business? How about 
a one-day hosiery sale? Or 
perhaps this is the time to put 
a drive behind children's foot- 
wear. If you need some spe- 
cials for your ad, select them 
from your turnkiller list and 
reduce the prices. 


9 HOW is your stock of 

house slippers? If it is 
heavy enough to stand the 
promotion, why not mail out a 
letter or a circular, suggesting 
that November is a good time 
to do some early Christmas 
shopping and that house slip- 
pers are a splendid solution of 
the gift problem. 


1 THERE will be some big 

football games today in 
which there is a lot of interest. 
Why not arrange a bulletin 
board as the central back- 
ground of your men's window 
and post the scores as fast as 
you get them. It will create a 
lot of interest in your window 
and help sell shoes! 


9 HAVE you planned win- 
dows and store interior 
trim for the holiday season? 
This should be in place on the 
Friday following Thanksgiving. 
If your plans are not made, 
get busy now for it will require 
some time to secure the ma- 
terials for your trim, and to 
build it, ready to install. See 
recent Recorder ‘articles. 


6 ARE your salespeople sug- 

gesting rubbers and storm 
footwear to shoe customers. It 
will mean extra sales if they do. 
Did you liven up your window 
trims for today? Some snappy 
attention-getting price cards 
on your specials will do a lot 
to make your displays more in- 
teresting. 


10 CHECK your stocks 

again today and then 
compare the results with last 
week's figures. If you have not 
made real progress in getting 
rid of slow sellers, and in bring- 
ing your entire stock down to 
the minimum investment figure 
you have set for the winter 
months, it is time to DO some- 
thing! 





3 MAKE a complete stock 

check today. Then review 
your figures carefully, to see 
if stock is going to be down 
to the Winter minimum by No- 
vember 15. Are you making 
any progress in clearing away 
the slow sellers. If you don't 
sell them now, you will still 
have them in January! 





11 ARMISTICE DAY. A 
good time of year to 
promote the Hosiery Club 
idea. During the next 40 days 
many people will buy hose for 
gifts, which is a splendid argu- 
ment for joining your Hosiery 
Club which gives a pair of hose 
free when a certain number of 
pairs have been purchased. 


1 GIVE house slippers a 

big display when you 
change your windows today. 
And in all your displays intro- 
duce cards suggesting the gift 
idea. Holiday shopping does 
not begin in earnest until after 
Thanksgiving, but many people 
are beginning to think about 
their gift list now. Price every- 
thing in the window. ~ 
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for 


NOVEMBER 


Accessories with Suggestions for Holiday Promotion 


16 NEXT week you will want 

to mail out a Christmas 
gift circular or folder to reach 
customers the day after 
Thanksgiving. Now is the time 
te plan it and prepare it. If 
you wait until the first of the 
week, you will not have time to 
get it printed and in the mails 
by Wednesday. 


90 IF you still have a few 
numbers on which stock 
is heavy see that every sales- 
man is instructed to make a 
special effort to move them 
today. Arrange table displays 
of the footwear and hosiery 
numbers featured in last night's 
ad. And of course you have 
these same numbers played up 
in your window. 


94 THE day before a holi- 
day is usually a quiet 
business day, which will give 
you more time to get ready for 
the holiday selling season 
which begins Friday. Place your 
holiday window and interior 
trims this afternoon and eve- 
ning. Did you make all new 
price cards and window and 
interior display cards? 


17 THIS is the day to make 

your weekly check of 
stocks. And it is time to be 
making a thorough check of 
the special items you have or- 
dered for holiday selling. If 
they have not arrived make 
sure they are on the way be- 
cause you'll need them the last 
of next week. 


95 THANKSGIVING DAY. 

Take time off from your 
holiday today long enough 
to visit the store for a final 
check to make sure everything 
is ready for holiday selling. 


99 GO over your windows 
today and make any 
needed minor changes. How- 
ever it should not be necessary 
to do much if you did a good 
job last week. There should be 
a table featuring a 2- or 3-pair 
gift box of hosiery at an in- 
teresting price. And a house 
slipper table too! 


18 ARE you going to use 

special gift boxes and 
wrappings during the holiday 
season? Have you arranged 
for them? This is particularly 
important for hosiery. Attrac- 
tive gift boxes will seil a lot of 
extra pairs of hosiery for you. 
What are you going to use as 
"specials" for Saturday stimu- 
lators this week? 


292 SINCE you will be plac- 
ing your holiday window 
trims in a couple of days, why 
not let last week's windows 
carry over, and pass up the 
usual Monday change. Is 
everything ready so that you 
can place your holiday trims 
quickly? You had better make 
a complete check up today. 


96 TODAY you will have a 
big, flashy holiday sea- 
son ad, featuring all the gift 
items—the house slippers, hand 
bags, hosiery, luggage, and 
whatever other special lines 
you have added to get extra 
volume during the next four 
weeks. Make your ad a good 
one! It will have a lot of com- 
petition. 


30 A good day to go over 
your plans for December 


holiday selling and make sure 
you have not overlooked a 
single possibility of securing 
more volume and more profit. 
Have you built a schedule for 
your advertising for Decem- 
ber? Check your stock of gift 
items. Be sure you're ready! 


19 TODAY'S ad could very 

properly be devoted to 
women's style footwear, since 
this is the last week-end when 
Christmas gift shopping will 
not be supreme for some time. 
Why not build a big, smart ad 
around your biggest selling 
price line? And be sure to 
give silk hosiery a generous 
space in the ad. 


93 IS your holiday gift cir- 

cular all printed and 
addressed, ready to mail to- 
morrow? Did you use your 
regular mailing list only? Why 
not amplify it with names care- 
fully selected from the tele- 
phone book. And did you 
check your mailing list to make 
sure that it contains the names 
of all your good customers. 


o7 THIS should be a BIG 
day. Are you going to 
have plenty of selling help? 
Have you planned your time so 
you will be out on the floor ali 
day, selling? Check to make 
sure every item in your window 
has a price card on it. Have 
you plenty of table displays? 
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SPRING HOSIERY 
COLOR Originations 


by WILLYS of HOLLYWOOD 


Willys of Hollywood, in releasing his Spring, 1938, HOSIERY COLOR CHART, 
with 10 new shades and 5 iridescents, is featuring tones to harmonize with the 
brilliance of the new season. 





HOSIERY SHADE 


COSTUME COLOR 


FOOTWEAR HARMONY 





Spring Beauty 
(Flesh tint for evening) 


Beer Mug 
(Combines suntan with brown 
cast) 


Sun Bask 
(Copper shade won by the 
warmth of summer sun) 


Tai 
(Sunbrown with spice) 


Palm Spray 
(Rose tinted copper beige) 


Coffee Bean 
(Deep rich brown) 


Promenade 
(Soft gray taupe) 


Bonfire 
(Red with gold cast) 


Varicolored 
(Ombre toned in beiges and 
dark tans) 
Silver Streak 
(Pearl gray) 


Red Ash 
(Alluring red iridescent with 
flashes of light) 
Etna Onyx 
(Blue gunmetal shimmering 
with iridescent highlights) 
Merry Widow 
(Highly effective off black iri- 
descent with alternating 
highlights) 
Paradise 
(Iridescent green) 


Helix 


(Iridescent brown with red 
cast) 





Pale pastels—metallic evening fabrics. De- 
lightful with cream lace, white and off white, 
tinsel and gold cloth. 


Good for general town wear, with yellowish 
green, all the new blues and purplish blues, 
Aztec red, Brazilian orange, grape and fuchsia 
tones, Argentine rose and Incan gold. 


Gorgeous with white, pastels, yellow greens, 
dove blue, rose green and golden yellow. 


Swagger town and country shade with beiges 
and browns—Greenish casts including olive 
and subdued blues. 


Good for sportswear in town and country with 
natural shades, pastels, wines, rose, blues, 
Vegas pink, Tuxedo green and bright red— 
Delights in volume of warm colors. 


Keyed to high fashion shades of brown with 
lighter browns and tans and other daytime 
shades, red currant, deck green, cypress 
shades, beige or ruby. 


True to its name is adaptable to dark cos- 
tume colors—Perfect with black—Blends with 
gray, Marine blue, purples and purplish blues, 
wines, plums and grape shades. 


Smart with black, plum, green and fuchsia, 
oranges and burnt oranges—Contrast with 
blue. 


High fashion sports hose for smart spectators 
at race and game—Trig with beige and brown 
—all pastels and white. 


Charming with greens and reds—Tones with 
all new blue and violet shades—bluish pinks 
and rose shades—black and gray. 


Subtly dramatic with black, white and deep 
toned pastels, Persian ruby, rusts, Incan gold, 
purplish blues, coffee brown and dark reds. 


Smart with black and navy and all shades of 
blue from Marine to light Parisian—deep reds 
and wines, red currant-purplish blue. 


Fragile with black and white—dark green, 
Marine blue—smoke grays and taupes—For 
wear with metallics and glittering fabrics. 


Alluring with greens for day or evening— 
shimmers with metallic overtones—with col- 
ored lace and chiffon—for evening glamour. 


For formal day wear with tailored infor- 
mals at the cocktail hour—With black, reds 
and blues—For brown and tan combinations 
for street wear—With navy and Marine blues. 





With gold and silver cut-out sandals, white kid— 
black and green iridescent evening slippers. 


Harmonizes with Parisian blue, the new lighter blue 
of purplish cast, all the new blues and violets, in- 
cluding cornflower and sapphire, bluish reds, fuchsia 
and ruby—light gray, white, cubana and Kiltie red. 


Vibrant oakbrown, redbark, Marine blue, India 
brown—Complements Acajou red, green, black, 
Chaudron, tan and cubana—Good with all the lighter 


and livelier browns. 

Blends warmly with redbark, Chateau wine—Smart 
with brownspice, Acajou red, cubana, Parisian blue 
and India brown. 

Irresistible with extreme fashions in Chateau wine, 
brownspice, redbark, cubana, Parisian blue, and 
bisquette. 


Ideal with cubana, redbark, India brown and tuxedo 
green. 


With Parisian blue, Acajou red, scone gray, black, 
navy and Chateau wine. 


Toned to redbark, reddish clay, copper and rust— 
Contrast with green, gray, or black—Parisian blue, 
bisquette and bronze. 


Delightful with new light and lively browns, such 
as India brown, Chaudron, bisquette and white. 


Lovely with Tuxedo green, Marine and Parisian 
blue, black, redbark and white. 


Charming with tartar gold, redbark, Parisian blue, 
Chaudron, bisquette—Stunning contrast with greens. 


Ultra proper with black, powder gray—Parisian blue, 
navy and bronze. 


Charming with scone gray and Parisian blue—Har- 
monized with green, misty grays, purplish blues, 
gunmetal and black. 


With gold, silver and bronze sandals—Contrast with 
Chateau wine and brownspice—Toned to Tuxedo 


green. 
In complete harmony with redbark, brown spice and 
India. brown—Toned to Chateau wine—Contrast to 
blues and greens. 
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Spring Hosiery Picture 
As Hollywood Sees It 


[CONTINUED FROM PAGE 17] 


heart on one’s knee rather than on 
one’s sleeve. Perhaps, in keeping with 
her character, there is a lace butter- 
fly on her knee or toe, or her favorite 
flower, painted in all its natural color 
loveliness, may peep through open toes. 
A fine line of lace may run from the 
heel up the seam with slenderizing 
charm, or grow out of the lacy toe as 
a single clock up the front tapering 
the leg subtly. 

Clox there will be for every hour of 
the day or night—clox embroidered or 
woven in infinite variety—clox long 
and slender in feather stitch extending 
half way to the calf, or clox wide as 
two inches at the base and tapering 
off to a fine point —clox curved with 
the grace of peacock feathers and 
colored to match—clox of sequins for 
sequin trimmed gowns—or clox only on 
the outside of the stocking or running 
in a single straight line up the front 
of the leg. 

Tweeds will meet their match on the 
golf links in tweedy stockings, some 
with tweed clox embroidered or woven 
on their open mesh. Ombre hose shad- 
ing from light to dark as they travel 
around the leg have a healthy outdoor 
look. Iridescent street shades intro- 
duce the double tones of tweedy sur- 
faces. 

Stitched like a glove, in contrasting 
color, back seams in red, green or blue 
attract the eye from race and game to 
delightful spectator. Fine lisle will 
enter the sports field with interesting 
embroidered clox in contrasting color 
combinations. Hose that must stand 
the wear and tear of an active sports 
life may have a cashmere foot sub- 
stituted for silk so the ready absorp- 
tion of perspiration will save their 
soles. 

Particularly attractive are the sizes 
and variety of meshes it is possible to 
invent, from large open squares for 
sport, through pineapple weave and 
old-fashioned cross-stitch pattern to 
the finest pin-point mesh from tip to 
toe, making a sandal-foot hose looking 
sheerer than the finest chiffon. 

Spring also spells color—bright, 
high colors, nothing subdued—every- 
thing daring, gay and giddy, but also 
in good taste. Sports clothes, while 
still comfortable, will be a shade on the 
elaborate side, with bits of embroidery 
and colorful touches. 

Daytime shoes continue well over the 
ankle swathing the instep with corset 
fitted lacings winding far up the leg, 
while evening sandals continue their 
cut-out way, revealing silken hose be- 
neath open toes and heels. Multi- 
colored shoes still find favor, intro- 
ducing harmonizing color combinations 
for formal daytime hours. 

Lipstick and rouge shades in hosiery 
will come into their own. The late 
Spring and Summer will pick up these 

[TURN TO PAGE 47, PLEASE] 








ABEL's 


30 SABEL’S CORRECTIVE 


SHOES IN-STOCK .... 


CLUB FOOT 
Patented 


Developed and 
perfected by 
1. Sabel 


COMPLETE IN-STOCK SERVICE 


Every dealer holding the Sabel Franchise is assured 
prompt shipments regardless of type of corrective 
shoe called for by Orthopedic Surgeons or the general 
medical profession in their prescriptions. 


NEW MIS-MATING AND SINGLE SHOE SERVICE 
on Sabel Club Foot and Surgical Shoes 


After careful research and with the benefit of extensive ex- 
perience and volume business in corrective shoes it becomes 
possible to offer this extraordinary service, which will greatly 
simplify handling those cases that have hitherto presented a 
real problem. You can order one single Sabel Club Foot or 
Surgical Shoe or mis-mated sizes in either or both without extra 
mating charge. Write for further details regarding this new 
service. 


Write for complete catalog and full particulars of our agency 
plan covering franchise for localities where this line is not 
already represented. 


Exclusively Manufactured by 


‘THOMPSON BROS. SHOE (6 


FINE SHOEMAKERS 


BROCKTON 
CAMPELLO, MASS. 


Child’s 
Boys’ 


Infants’ 
Misses’ 
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TO feature the fact that their shoes are designed from 
the smartest models in Hollywood, Cutler’s, leading 
Chicago shoe firm, has just opened a brilliant display 
and sales salon called “The Star Room” in their store 
at 111 South State Street. 

The Hollywood theme is impressively emphasized 
by the use of handsome photomurals, by Kaufmann & 
Fabry Company, depicting famed Hollywood actors 
and actresses. The photomurals, installed under the 
direction of Dorcas Snyder, in charge of advertising, 
and Marion Chambers, decorator, have been strategi- 
cally placed to attract the customer to the comfortable 
fitting seats and to emphasize the dignity as well as 
the beauty of the room. There are stars on the ceiling 
and stars on the carpet, but the eyes of everyone in- 
variably are pulled back to the stars of Hollywood who 
are most fittingly represented through the medium of 
the photomurals. 

Cutler’s believe that Hollywood is the shoe style 
center of America and for the past three years have 
been featuring, in all of their 12 Chicago stores, shoe 
styles for women skilfully adapted for Chicago wear, 
from the smartest styles worn by many of the screen 
celebrities. The company maintains a studio of design 
in Hollywood which cooperates. with its Chicago mer- 
chandise offices. The Hollywood studio is directed by 
Miss June Fenton, stylist. 

Thousands of visitors and customers who thronged 
the new Star Room on opening day, Saturday, Sept. 25, 
were enthusiastic in their praise of this beautiful saben. 
From a decorating and merchandising standpoint, it is 
interesting that a firm like Cutler’s have chosen to tell 


BOOT AND SHOE RECORDER, October 30, 1937 


SCREEN STARS 
IMPART GLAMOUR 
TO SHOE STORE 


E ffective use of photo-murals, depicting 
famous film folk in interesting poses, helps 
Cutler’s to sell its Hollywood footwear fash- 
ions to Chicago women, while also afford- 


ing a unique interior decorative treatment. 


a merchandising and sales story in this fashion and to 
vary the sometimes monotonous appearance of the shoe 
store interior, which too often is a mere display of 
boxes. 

Use of this pictorial treatment appears to have em- 
phasized rather than diminished the dignity of the 
store interior and Cutlers have amplified their wall 
power by the use of photomurals, besides creating an 
interior which is both dynamic and brilliant. 





Interior views (here and above) of the ‘strikin 

“Star Room,” recently opened by Cutler’s, we wn 

Chicago shoe store, showing effective use of photo- 
murals as a decorative treatment. 
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THE KRIPPENDORF-DITTMANN CoO., Cincinnati, Ohio 


FOOT REST 


FOUR-SPOT COMFORT 


A Resilient Heel Cushion absorbs shocks. 


Rolled Insole supports inner side of 
foot — gives balance, poise. 
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C Metatarsal Cushion makes your step 
always light and buoyant, 
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Snug Heelast assures perfect heel fit 
without lessening toe room, 
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[CONTINUED FROM PAGE 24] 


bit of copy: If you are young—if you 
have young ideas—if you like Benny 
Goodman’s swing music and Bing 
Crosby’s crooning and Saturday’s 
throbbing football crowds and Santa 
Anita on opening day and Schiaparelli’s 
flamboyant pajamas and long yellow 
convertible roadsters—if you are 
young—then Debs were made for you. 
Thirteen shoes, priced from $6.95 to 
$13.75, were shown in this ad. 

Another ad featured 19 styles of 
women’s shoes ranging in price from 
$13.75 to 19.75, while the fourth was 
devoted to evening shoes in the better 
grades. In addition to these four full- 
page ads, Wetherby-Kayser also used 
half pages, one of which is reproduced 
with this article. And considerable 
space was devoted to ads featuring 
men’s and children’s shoes. 

The results from these four ads, at 
a time when many of the stores in 
town were complaining of business, are 
said to have been very satisfactory. 
Wetherby-Kayser did not expect to fill 
the store with customers, for the adver- 
tising was more or less institutional in 
tone. Past experience has proven to 
them, however, that women will come 
into the stores several months later, 
asking for shoes featured in advertise- 
ments of this character. The firm does 
not believe in the simon-pure “good 
will” type of copy, which tells how long 
the store has been in business and 
bears heavily on past history. All copy 
is written to sell merchandise that the 
public is interested in buying. 

The using of these four pages in one 
month was partly the result of some 
smart figuring on the part of the ad- 
vertising man. Wetherby - Kayser 
signed a contract a year ago for space 
which was based on their using 100 
inches a month at a rate of $3.36 per 
inch. If they used 5000 inches a year, 
the rate would be $3.29, while if 7500 
inches were used, a rate of $3.15 would 
be allowed. In checking up the space, 
it was found that nearly 7500 inches 
had been used, and it was therefore 
possible to buy $3,000 worth of addi- 
tional advertising for only half that 
sum. 

In October, at the height of the foot- 
ball season, Fyfe’s of Detroit feature 
“Touchdown,” a new sport shoe for 
women. “Hot off the griddle,” says 
Fyfe’s, in an ad that pictures this shoe 
from six different angles. ““Fyfe’s new- 
est sport fashion. It’s over the goal 
line for seven fashion points: 1. Heavy 
thong stitching. 2. Soft boxless toe. 
8. Unlined and perforated. 4. Built-up 
leather heel. 5. Six colorful combina- 
tions. 6. Perfect for tweed types. 7. It’s 
a fashion in its own right—and heaven- 
ly comfortable.” This shoe is offered in 





One of a series of interesting style 
shoe ads used this season by Volk 
Brothers, of Dallas, Texas. 


various colors and various combinations 
as calf, kid and suede, priced at $9.75. 

“Lines to a Lady Point to Youth,” 
declared Chisholm’s of Cleveland, in a 
smart ad that illustrated six striking 
Fall styles. “Youth and beauty that 
stays beautiful weave a magic and 
subtle flattery into these loveliest of 
Fall shoes .. . shoes frankly styled for 
going places, shoes that invite their 
wearers to greet a gay new season with 
grace and poise and eagerness. Come 
to Chisholm’s, leisurely select the shoes 
you want at the price you want to pay 
. . . be accurately fitted in shoes that 
do more for you! Fine, velvety suedes 
team up with gleaming patent, with 
smart dull calf, with suave silk trim- 
ming to present a matchless combina- 
tion of true quality at truly modest 
prices.” 

“It’s a trend,” exclaimed Stern Broth- 
ers, New York, referring to “Zipped 
Up Dresses, Coats, Corsets. And Now 
. ... Our new Slide Fastened Pandora 
Shoe $14.75. Smooth and sleek, as 
molded in its line as your silken French 
all-in-one or your draped velvet dinner 
dress. All part of the shapely, shape- 
revealing trend of new fashions. Skill- 
fully worked out in silky-soft suede in 
an utterly simple oxford. Thrush 
brown, black, Winter navy, green or 
wine; all with gold colored fasteners. 
Exclusive with Stern’s.” 

Clearly there are trends in advertis- 
ing as, well as in shoes, and “smart” 





1937 


30, 


copy, like some of the ads we have 
quoted above, is much in the vogue this 
season. And, since shoes themselves 
are so smart and styleful isn’t it logical 
enough to talk about them in that sort 
of language? 


It’s Time to Feature 
Cold Weather Footwear 


[CONTINUED FROM PAGE 19] 


office to make sure all regulations are 
properly observed. 

The sketch shows a good setting for 
your special Weather Week window. 
Most any sign writer can make the 
simple Winter scene suggested. For 
the tie-up it gives, we suggest using 
Jinglettes on the various lines of mer- 
chandise shown. For example: 


Most Winter ills will pass you by 
If you keep your feet warm and dry. 


When snow and slush cover the street, 
Cold weather comfort begins at the feet. 


Outdoors at work outdoors at play— 
Warm, dry feet keep ills away! 


Kids like to wade in puddles and snow, 
So fix ’em up, and let ’em go! 


Why spoil your shoes, and start to 


sneeze, 
When you can wear galoshes like these? 


When day is done, Mama says, 
“Please give me an evening of slippered 
ease! 


If you want footwear to beat the 
weather, 

You and these shoes should get to- 
gether! 


For sloppy weather you'll not give two 
hoots, 

If you’re wearing these strong snag- 
proof boots. 


We guarantee that not a rhyme 
among them will win literary mention, 
but—and this is important—they will 
register with window lookers, because 
they’re different—and most everyone 
will feel superior enough to do better at 
it. (Use a large card announcing the 
Jinglette contest with these.) 

Don’t neglect interior displays. Have 
every item planned for Winter Weather 
use on display. If the store is small use 
shelves and “sample boards.” If space 
permits, use tables as well. Have de- 
scriptive cards with real information 
on them for every item that needs it. 
Be sure price tickets are plain and 
secure. Get your stock arranged for 
quick service. Place small items that 
are easy to forget, such as waterproof- 
ing, near the samples of footgear on 
which such things are used. Use the 
“Gold Weather Comfort Begins With 


the Feet” cards in conspicuous places. 
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follows the sun North 


at the top of the 


industry’s finest Spring lines 


At Southern summer-in-winter resorts, 
shoe merchants already are featuring 
Cretan Calf for the Winter season. As 
usual, its whole-hearted acceptance by 
the pace setters who frequent these 
fashionable playgrounds makes this all 
purpose vegetable tannage the authentic 
leather for the Spring and Summer sea- 


son in the North. . Smooth, lustrous but 
not glazed, Cretan Calf combines perfect- 
ly with light-colored Summer leathers. 
It cuts exceptionally well, with clean, 
perfect punches and perforations—offers 
all the other advantages of the Gallun 
family of vegetable tannages — Norwe- 
gian Calf, Cretan Calf, and Eskimo Calf. 


A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 
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welts and women’s style shoes retailing 
at $4.00 and $5.00, Ideal ~ popular 
priced growing girls and extra value 


children’s shoes, Walter Booth ™ 


men’s fine shoes ever since 1867. 


WEED -S FATES SHOE CO. 
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CELASTIC BOX TOES FILL THE BILL 
Vv 
. . « These Ski Boots are built with 
Celastic. Shoes of this type must have 
strong, substantial toes that will stand a 
up under severe conditions and hard fe 
usage. m 
au 
. . . The special toe design of lasts : 
over which Ski Boots are made must tu 
be faithfully preserved throughout the bs 
life of the shoe. Heavy, double thick z 
Celastic boxes fulfill all of these exact- a 
ing requirements. 
of 
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us 
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THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION at 


BOSTON, MASSACHUSETTS 
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Industry Asks Protection from Low Wage 
Competition 


[CONTINUED FROM PAGE 15] 


Witness after witness told the State 
Department’s Reciprocity Committee, 
which has already approved trade agree- 
ments with 16 nations, that the indus- 
try’s greatest need is higher tariff rates 
on shoes rather than reduction in the 
present duty. They explained in effect 
that further inroads made on shoe pro- 
duction because of Czechoslovakia com- 
petition would make Goldsmith’s “De- 
serted Village” appear mild compared 
with the future of shoe manufacturing 
centers. Repeatedly, they cited the 
Bata Company, described as the largest 
shoe manufacturers in the world with 
85 factories and 3000 retail outlets wide- 
ly scattered, with the prospects of be- 
coming a “world monopoly,” and al- 
leged the company was without scruples 
in its labor policies, employing child 
labor, imposing sweatshop conditions 
and, in general, demoralizing the shoe 
market on an international scale. 

Mr. Ball submitted as exhibits a dozen 
pairs of women’s cemented shoes im- 
ported from Czechoslovakia and re- 
tailed in this country at $1.77 a pair by 
a large mail order house in connection 
with an extensive advertising cam- 
paign. ; 


American Product Undersold 


An American shoe of which they 
were copies, Ball said, cannot be made 
in this country to sell at less than $2 
and manufacturers here who have al- 
ready lost their world markets are 
rapidly losing the domestic market as 
a result of this competition. 

“A particularly important factor af- 
fecting the industry,” Ball told the com- 
mittee, “has been the extensive price- 
advertising of Bata’s chain of stores in 
the United States. Czechoslovakian 
shoes are now being advertised and fea- 
tured in this country at prices with 
which the American shoe manufactur- 
ers cannot compete. 

“This extensive price-advertising has 
had a damaging effect on both the man- 
ufacturing and retail business of the 
industry in this country, as well as mis- 
leading consumers regarding the value 
of American shoes in the different 
grades. Bata’s prices have also been 
used by large buyers for chain and de- 
partment stores to secure lower prices 
with heavy losses to the American man- 
ufacturers. In the end, however, Bata 
ultimately secures the business in spite 
cf the desire of some American manu- 
facturers, resulting, not only in the loss 
cf the business, but also the loss of 
employment, to our American shoe 
workers.” 


Wage Loss Twenty Millions 


Ball estimated that from 1925 to 1936 
American shoe manufacturers suffered 





a loss in business of $52,340,000 because 
of Czechoslovakia imports, and that 
employees lost $19,955,000 in wages. 
Bata, he declared, sends more shoes to 
this country than to any other country, 
at lower tariff rates than it pays in any 
other country and at lower rates than 
Czechoslovakia pays on the 34 other 
dutiable items exported to the United 
States. 

Asked by Chairman Henry F. Grady 
if 1986 wasn’t the biggest shoe year 
from the production standpoint, with 
415,000,000 pairs being made, Ball char- 
acterized such figures as “not signifi- 
cant.” The important thing, he pointed 
out, is the dollar volume of products 
and that has dropped $317,000,000 since 
1929. 

Replying to the figure cited by Grady 
showing that Czechoslovakian imports 
constituted only about 1 per cent of 
domestic production, Ball testified that 
Czechoslovakian cemented shoes con- 
stituted 10 per cent of domestic produc- 
tion for the first eight months in 1937. 

John D. Lynn, counsel for the Nation- 
al Boot & Shoe Association, in a brief 
filed with the committee, challenged the 
constitutionality of the reciprocal tariff 
act, taking the view that a trade agree- 
ment with Czechoslovakia, involving 
other countries on a most favored na- 
tion basis, is a treaty that requires rati- 
fication by the Senate. 


John A. Bush Testifies 


John A. Bush, of the Brown Shoe Co., 
St. Louis, which he said employs 10,000 
workers and turns out 60,000 pairs a 
day, told the committee that a visit to 
his factory last summer by Bata repre- 
sentatives convinced him that shoes 
that cost 45c. (labor cost) to manufac- 
ture in his plant can be made for 15c. 
in Czechoslovakia. 

Expressing grave fear of what the 
future holds if the proposed trade 
agreement includes shoe concessions, 
Bush asked that action be held in abey- 
ance pending completion of the study 
being conducted by the Tariff Commis- 
sion under the Walsh resolution. 

“Our sales representatives,” relates 
B. H. Crompton, of the H. C. Godman 
Co., of Columbus, Ohio, “invariably re- 
port to us from the field that orders are 
frequently lost because of Bata com- 
petition.” He described the products of 
his company as “popular priced leather 
footwear.” 

Forest L. Williams, representing the 
Williams Mfg. Co., of Portsmouth, Ohio, 
who said he had visited the Bata plant 
in Czechoslovakia and found it to be a 
“production man’s dream,” declared that 
if the company wanted to “turn on the 
heat” United States shoe manufactur- 
ers “would really face competition.” 
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Wolfer Sees Market Flooded 


Paul C. Wolfer, of the W. L. Doug- 
lass Shoe Co., Brockton, Mass., told 
committee members that Bata is now 
prepared to make men’s shoes and “all 
they need to flood the United States 
market with them is tariff concessions 
under a trade agreement with Czecho- 
slovakia.” 

The committee was reminded by 
Charles F. Johnson, first vice-presi- 
dent and general manager of Endicott- 
Johnson Corporation, that the present 
Administration in Washington has been 
“consistently urging higher wages and 
shorter working hours.” 

“Naturally,” he asserted, “this neces- 
sitates higher costs of production. Endi- 
cott-Johnson workers’ organization has 
led the way in going along with the Ad- 
ministration and we are still leading 
the way but it is hard for us to under- 
stand how this same Administration 
which has advised us to improve the 
condition of the working man can be 
consistent if they make it harder all the 
time to meet unfair competition from 
abroad. _ | * 


C. F. Johnson Pleads for Workers 


“Why should the Secretary of State 
work with a foreign government on a 
reciprocal agreement that will make it 
impossible for our company and other 
American manufacturers to improve the 
condition of workers?” he asked. “On 
the contrary, it will make it absolutely 
necessary to reduce wages and lower 
standards of living.” 

Defending the operations of the Bata 
Co., J. Sidney Bernstein, representing 
that company, told the committee that 
Czechoslovakia imports do not “even 
constitute a threat” to American manu- 
facturers. 

He cited net sales of several large 
United States shoe manufacturers in 
substantiation of his claim that manu- 
facturers had not suffered from Bata 
competition. He said that two of the 
largest showed very substantial in- 
creases in sales from 1934 to 1936. 

Also appearing on behalf of shoe 
manufacturers were Representatives 
Edith Nourse Rogers, George J. Bates, 
Richard B. Wigglesworth and Lawrence 
J.Connery, all from Massachusetts. The 
latter, who expressed fear the industry 
under the contemplated agreement was 
being singled out and “sold down the 
river,” was assured by Chairman Grady 
that such apprehension was groundless. 

“T believe it is important to point out 
that the inclusion of a product on this 
list (announcement of intention to ne- 
gotiate an agreement) does not mean it 
will necessarily be the subject of any 
concession under the terms of the 
agreement,” Grady said. “It simply 
means that a somewhat more definite 
indication has been given of the com- 
modities that will come under considera- 
tion in the negotiations.” 

Other witnesses included: Congress- 
men James J. Fitzgerald and Bert Lord, 
both of New York. 
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K The scientific blending of 
all qualities essential to 
profitable shoe manufac- 
turing and merchandising, 
in one super-fine brand. 
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METHODS fs 


Such sestioeds have raised sales in ae lines of business more than 75%. 
When as much can be done i in other trades, it seems fair to anticipate a con- 
servative 25% increase in shoe sales by using appealing methods. Methods 
embrace products as well as salesmen, store location, interior equipment and 


--', advertising allowance. An especially fine, well-known brand of sole leather, can 
~~ be made to appeal to men customers in a manner to secure a response that is 
Ee interesting and profitable as well. _ 


KISTLER “BENCH BRAND” 
SOLE LEATHER _ 


A BALANCED TANNAGE * _ x 


is widely accepted for strength of fibre, moisture resistance, splendid finish 
and dependability. Men whose consciousness of shoe value is increased by the 
method of featuring Kistler BENCH BRAND -Sole Leather, become excellent 
prospects for repeat business. The method definitely answers the desire to 
obtain the utmost for one’s money. See if it will not he: 4 the sales curve 
climbing” in your store. Men’s street, dress, sport and work shoes, with Kistler 
BENCH BRAND Leather Soles.can help you do it. 








wee MU fl / 
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D OF THE WHOLE SIDE 


FOUNDED 1840 


USED FOR KISTLER * 
BRAND" SOLES IS ABOUT 13% 


1937 





THIS CHART REPRESENTS A 
SIDE OF LEATHER. THE PART 











BOOT AND SHOE RECORDER, October 





1937 





30. 





THIS WEEK IN THE SHOE TRADE 
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NATIONAL NEWS 





te 


Los Angeles Retailers Plan Big Promotion 





Newspaper Sponsors Huge Christmas Publicity Program to 
Start Holiday Selling Right After Thanksgiving 


Los ANGELES, CALIF.—Retail shoe 
store support of the Los Angeles EFx- 
ominer’s promotion of a two-day pre- 
Christmas selling event right after 
Thanksgiving was assured when at a 
meeting attended by thirty downtown 
retail shoe advertisers this project was 
presented to them by members of the 
Examiner staff. 

This is the third year that the Ex- 
aminer has sponsored a special sales 
event for the Friday and Saturday im- 
mediately following Thanksgiving Day, 
for the downtown merchants. The pre- 
vious two years gave the merchants 
the two greatest days in the year’s sell- 
ing calendar. The idea is the getting 
ef Christmas business started in vol- 
ume right after Thanksgiving. It is a 
known fact that the early starting of 
the holiday trade always portends a 
good business all through the month. 

Promotion for this event, which is 
termed “Christmas Value Days,” breaks 
the day before Thanksgiving so as not 
to disturb the trade of that week. These 
two Value Days are not sales specials 
in any way but purely a promotional 
build-up to get people interested in 
early buying. 

Editorial, news and advertising space 
in the Examiner is freely devoted to 
telling the story of the promotion from 
Wednesday through to and including 
Saturday, without a let down. 

In addition, the ballyhoo includes the 
placing of 3,800 newspaper rack cards 
on street corners; tacking 5,000 colored 
posters all over town; 1,000 street cars 
carry the message on a special 82-inch 
display poster on the outside of the 
cars, while all cars carry the story on 
the regular advertising racks inside; 


300,000 mailing enclosures are dig-. 


tributed to the merchants; 40,000 hotel 
key-box inserts tell the visitors what’s 
happening; notices are placed in all 
parked cars and all industrial plants 
have notices on the bulletin boards. - 
All Examiner news and special broad- 
casts on the Hearst radio station.tell of 
the promotion, as well as svot an- 


nouncements on all other local radio 





DATES TO REMEMBER 


Spring Style Opening Shoe «Fashion 
Guild of America, Hotel Bi iltmore, 
New York Nov. 1, 2, 3, 1937 


Boot and Shoe Travelers Association 
of New York Stag Dinner, .Grand 


eee eereeeee 


Ballroom, Hotel Roosevelt, New 
York City ..........% November 2, 1937 
Shoe Club of New York Annual 


Dinner-Dance, Hotel McAlpin, New 
WOME 2 ile lke cawabe as November 6, 1937 


National Shoe Travelers Association 
Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, III. 

January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. ...... ..--Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea-. 
polis, Minn. ... Jan. 9, 10, 11, 12, 1938 


Joint, Commins ayd -~ Exhibition 
Sonth stern* Shoe, Travelers Asso- 
cigtian”- and Samy 4 Shoe ——— 
\geogj ation. Fort orth, exas 

a. fp < Jan. 9 » 10, “I. 12. 1938 


Michigan Shoe’ “Dealers ® :Association 
Annual State ;Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association. 
15th Annual Convention, Claypool 
Hotel. Indianapolis, Ind. 

Jan. 16, 17. 18. 1938 


Seumhenn” Shoe Exposition, Miami- 
Riltmote Hotel. Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle ‘Atlantic Shoe Retailers * Aéso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
i, Seopa re February 13, 14, 15, 1938 





stations. A special newsreel release, 
showing the mayor sponsoring the 
Christmas Value Days, is given on the 
screen of some 150 local theaters. 
Local retail shoe merchants feel tiiat 
this is a natural promotion. Their 
stocks are at peak, people are in a buy- 





ing mood, so they consider they should 
participate most aggressively, in the 
flood of money which will be ‘released. 
It has been -definitely. proven, that the 
Los Angeles retail market is most 
ready to consume a considerable amount 
of merchandise on these two days with- 
cut any subsequent let down. There is 
no question but retail shoe men in other 
cities could experience a similar action. 


Travelers Stag Dinner 
November 2 
NEw York—Plans 





have been com- 


.pleted.by the Boot and Shoe Travelers 
“ Association of New York for their stag 


dinner to be held on Tuesday evening, 
November 2, which is election night. 
More than 350 reservations have been 
made to date by local and out-of-town 
shoe men who will be in town at this 
time. As the affair is limited to 500, it 
gives early promise of being a “full 
house.” 

An outstanding entertainment pro- 
gram consisting of twenty acts, in the 
nature of a revue, has been secured. 
The entertainment is scheduled to start 


“vat 9.00°P.M., following a real old-fash- 


ioned turkey dinner with all the trim- 
mings. 

The dinner will start promptly at 
7.30 PM. .and will be followed by the 
entertaifiment, finally winding up at 
11.00 P.M. 

This affair ean been planned as a 
get-together for shoe men who will be 
in-tawn for .the Shoe Fashion Guild 
showing on November..1,°2 and 3. The 
first dinner, last year, was a huge suc- 
cess and it is expected that this coming 
affair will far surpass the one held last 
year. So Charlie Havranck, genial sec- 
retary of the Boot and Shoe Travelers 
Association, sends a cordial invitation 


: to all shoe men to send their reserva- 


tions in early and comé prepared for 
a. good time and, as he puts it, “without 
any speeches and no stiff shirts.” Tick- 
ets are $6.00. 


—_—_—— 


J. & B. Co. Moves 


CINCINNATI, OHI0O—The J. & B. Shoe 
sjompany, makers of men’s house slip- 
rers and bowling shoes, have moved 
from 717 Sycamore Street to the sec- 
ond floor at Central Parkway and Elm 
Street, Cincinnati, 


Ohio. 
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*“ STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 


BREASTLOCK 
HEEL 





UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 


are using on women’s high heel shoes. 











The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 










Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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‘Gypsy Boots in- White Kid 





For Christmas gift selling, as well as for general use, 
Swan Shoe Company, Inc., of Baltimore, has developed 
this beautiful Gypsy pattern boot in white kid, with 
a white electrified shearling trimming. It can be worn 
with the cuff either turned up or folded down and is 


also available in colored kid, blue, brown, red, etc., - 


with the shearling trim either matching the uppers or 
in contrasting colors. 


“Why Promote a Foreign Monopoly?” 


Under the above caption, the E-J workers, employed 
by Endicott-Johnson Corporation, published a full-page 
advertisement in The Binghamton Sun of Saturday, 
October 16, in further protest against trade conces- 
sions to Czechoslovakia in the matter of shoes. 

“After all of the talk we hear in this country about 
monopolies and large chain store competition,” said 
the advertisement, “it is surprising that anyone, least 
of all our government, should contemplate negotiating 
a reciprocal trade agreement for the benefit of a 
Czechoslovakian. -manufacturer noted as the principal 
and only operator in the world who has a monopoly on 
shoes in his own country and reputedly the largest 
chain store distributor of shoes in the world. 

“In Czechoslovakia the Minister of Commerce has 
issued public warnings regarding the danger of one 
manufacturer’s enormous concentration of efforts re- 
sulting in loss of employment in that country. 

“Significant also is the fact that this’same Czecho- 
slovakian Minister of Commerce indicates the intention 
of the Czechoslovakian government to assist this mo- 
nopolist.in securing. all. of the export business he can 
get. Regarded by his own government as a threat to 
labor at home, this manufacturer is encouraged in 
every way:to invade the markets of America. This he 
has done and is doing to the extent that half a million 
dollars in orders has been lost to this community alone 
within the brief space of only a few months. 

“It would seem that in the name of consistency alone 
a nation which frowns upon monopolies at home 
would hesitate to encourage a notorious foreign mo- 
nopolist to invade American markets.” 
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The “Devon 

Vanity Last 
STYLE No. 670—Black kid 
blucher oxford, arch brace and 
metatarsal construction, kid 
quarter lining, Vanity Last, 
3-peint cushion construction, 
16/8 heel. Sizes ABA 5-9, 
AA 42-9, A 7%. we 9, 
C 3-9, D and E i409 





A Feature Cushioned Comfort 
Shoe Showing America’s Most 
Fashionable Style for Women 


A few of the fashionable styles we picture here— 
other outstanding numbers are carried in stock 
for immediate delivery. 


MAKES WALKING A NEW PLEASURE 


Rohn Nu-Matic Nail-less Shoes for women make 
walking a pleasure. Every step is cushioned as 
the foot rests on a live, sponge-rubber cushion, 
permanently fastened between the insole and 


outsole. 


The “Ardsley” 


Vanity Last 


STYLE No. 666—Black hid 
blucher oxford, arch 

and metatarsal construction, 
kid quarter lining. Vanity 
Last, 3- point cushion construc- 
tion, 16/8 . Sizes AAA 
5-9. AA Pipa A 4-9. 
342-9, C 3-9, D and E 
242-9. 













No. 666 


The. “‘Diana”’ 


-Foot-Former Last 
STYLE No. 502—Black kid 
southern tie oxford, arch brace 
and metatarsal ee 
kid quarter linin Foot- 
Former Last, 3- point cushion 
construction, 10/8 heel. Sizes 
A 5- Yo-9, A 4-9, 
B 34-9. © 3-9, D, E, EE, 
cnd EEE 24-9 









Nu-Matic Shoe 
jie Nu-Matic Arch Brace 


2e Nu-M. 
Mataterel Pad 


Be Numatic Cushion 









BEWARE 


of Imitations 






Note the name on the arch-brace and 


3 Point 





metatarsal pad. Visible to your customer's eye, 





and, therefore, a helpful selling feature. 














SALESMEN 


Choice Territories 





Open 





Kolin Un Matic 


NAILLESS CUSHIONED SHOES 


Exclu yma ed by Rohn Nu-Ma 
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Slippers 


Oe ee er eee Ce em em Fee Cem eS 


DANVERS SHOE Co 
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Ski Boots 


0 he 6 8 ee 


WIT A77,55 
\SKI BOOTS, 


/ 





R. J. Sawyer, inc., 2 Main St., Wroupert., Me. 
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Moulded Foot Supports 
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\1 MQULDs 
As 
YOU 


N watt 





Patents Applied For And Pending. 
MADE IN ALL SIZES, MEN’S AND WOMEN’S. 
NARROW AND MEDIUM WIDTHS 


Retail Price Price Per 
Per Pair Dozen Pair 
META-MOLD 
(Metatarsal) ..... $1.00 $6.00 
HIGH-ARCH (Longi- . 
tudinal Elevation) 2.00 12.00 


To insure proper fit we allow 10¢ 
and 25¢ as salesmen’s allowance. 


DANIELS SHOE PRODUCTS 
PORT CHESTER, N. Y. 


* Moldable 


FOOT SUPPORT 
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Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 








Lightening 
Step 
by 
NEW 
osco 
IN-STOCK PROCESS 
— Lea. White Kid 
Women’ s Fin 4-9 ....... 1.60 $1.65 
B-C-2'- pen 1.60 1.65 
Misses’ Fs B- Cc- ihe He} 1.55 
Children’s B-C-8/2-11 .... 45 
28 Goodhue St. 
Owens SHOE Co. at gy 
* e 
Obituaries 


Joseph H. Boyd 


MONTCLAIR, N. J.—Joseph Hamilton 
Boyd, 73, vice-president of the whole- 
sale shoe firm of Thomas Boyd & Co., 
New York, before it was dissolved in 
1927, died of arterio-sclerosis October 
21, at his home here. 

A native of Coleraine, northern Ire- 
land, Mr. Boyd and his brother, Thomas 
Boyd, organized the firm of Thomas 
Boyd & Co. in 1880. A resident of 
Montclair for thirty-two years, he was 
the oldest member and a former elder 
of the Union Congregational Church. 

Surviving are his widow, Mrs. 
Janesina Annan Boyd; three sons, J. 
Clement Boyd, Joseph H. Boyd, Jr.. an1 
Robert M. Boyd, and a daughter, Mrs. 
Carlton W. Cox. 

Funeral services were held Octobe’ 
22 in the Boyd residence and buriai 
was in Mount Hebron Cemetery. 





Eugene R. Bissell 


Boston, Mass.—Eugene R. Bissell, 
of Waban, Mass., head of the Bissell 
Leather Company, sheepskin tanners, 
died suddenly on October 17 as the re- 
sult of a heart attack, while in a local 
theater with his wife. While active in 
the management of his business, he had 
been under the care of a_ physician 
since 1929, 

Mr. Bissell, who was born in Med- 
ford, Mass., in 1880, inherited the busi- 
ness from his father, Henry G. Bissell, 
who founded it. The tannery is located 
in Peabody, Mass., and a Boston store 
is located on Beach Street, in the 
leather district of this city. 





Oscar M. Segall 


PHILADELPHIA, Pa.—Oscar N. Segall, 
47, of the display fixture firm of Segall 
& Sons of this city, died suddenly on 
October 15 of a heart attack. Mr. Segall 
had been in poor health for some time 
but was still actively engaged in busi- 
ness ‘at the time of his death. 
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CASH-IN On 
“RUBBER- HATERS. 





@ Here’s a bad-weather shoe that’s 
bound to sell. It’s guaranteed positively 

water-proof. Men who HATE rubbers 
will LIKE Muftis. 

The Mufti is a double shoe. The inner 
is a welt, complete in itself. Outside it, 
and laid in a thick layer of rubber ce- 
ment, is a second shoe built by the 
stitchdown process. Water-proof inner- 
sole filler. Water-proof slip sole prevents 
water working up through the bottom. 
Bellows tongue completes the seal. Full 
lining virtually makes the Mufti a 
triple shoe. In brown, A to E. Made to 
order in black. 

Get ready for winter’s rain and slush. 
Stock Muftis now. The rest of the Bass 
line too. And don’t forget our fine se- 
lection of superior ski boots. Write to- 
day for catalog and price list. G. H. 
Bass & Co., 131 Main Street, Wilton, Me. 


BASS MUFTIS 











He is survived by his two brothers 
both engaged in the business, his 
mother and a sister. 

Mr. Segall was connected with the 
business since its organization in 1910 
from which date it has become of na- 
tional scope. He was personally known 
and esteemed in his business relation- 
ship by those in kindred lines of effort 
the country over and especially in the 
shoe industry in which the firm active- 
ly operates. 


Joseph Shill 


SIDNEY, OHI0O—Joseph Shill, 52, who 
had been in the shoe business here for 
30 years, died in the Wilson Memorial 
Hospital on October 19, from a cerebral 
hemorrhage. He had been a resident 
of this city all his life ane recently had 
acquired a half interest in the Burk- 
hart Shoe Store in Sidney, following 
the death of Mr. Burkhardt. 

Mr. Shill is survived by his widow, 
Mrs. Mary Mumford Shill. 





Louis Grebe 


Fonp pu Lac, Wis.—Louis Grebe, 
68, a shoe dealer for nearly 50 years, 
died October 16 at his home here. Mr. 
Grebe came to Fond du Lac 45 years 
ago and with his brother, John, en- 
gaged in the retail shoe business, now 
located at 59 North Main St. Sur- 
vivors include beside his brother, his 
widow, and two daughters. 
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Ski Boots 
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Ski Boots-Men’s & Women’s 
Goodyear Welt 
Construction 


Send for folder of Hi cuts 
mocass:ns and ski-boots. 


H. CONJOR SHOE CO., INC. 


197 Flatbush Ave. Brooklyn, N. Y. 


7312 
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Dancing Shoes and Taps 
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—_— TAP DANCE SHOE 





and 
Patent Chrome 4 
2 Band C $1.50 
I2fr3 ABand © $1.50 
-8 ABandC $1.60 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 
IN STOCK 


S Pat. 
. (mM meKay) (tee) 


Yo-i $t 
‘a 3 "135 “as & 














Tap Slippers 
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ALSO LOWER GRADES 


SCHWARTZ, & HERSER, INC., MFRS 
Philadelphia, Pa. 
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TOLMAN. DAVIDSON 
—ADVERTISING PRESS, Inc. 
113 Lincoln Street, Boston, Mass. 
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Streaker with Phil Davis Store 


MIAMI, FLA.—M. D. Streaker has 
been named manager of the shoe de- 
partment for the Phil Davis store at 
188 E. Flegler Street. The firm is the 
exclusive dealer in Miami for Nunn- 
Bush shoes for men. It operates three 
high-class shoe stores in the city. 


30, 1937 


Jack Howard with E.E. Taylor 


DETROIT, MIcCH.—Jack Howard, who 
has sold shoes in the Detroit area for 
the past 14 years, has joined the sales 
staff of the E. E. Taylor Corp. of 
Brockton, Mass., men’s shoe manufac- 
turers, and will represent that com- 
pany in the states of Michigan and 
Ohio. 


' JACK HOWARD 


Although only 42 years of age, Mr. 
Howard has been on the road selling 
shoes for more than half of this time. 
His first shoe job was with the McEIl- 
wain-Chicago Co., representing them in 
Wisconsin and Minnesota. Later he 
became affiliated with the Weyenberg 
Shoe Mfg. Co. and traveled for them in 
Pennsylvania. 

In 1923 Mr. Howard joined the In- 
ternational Shoe Company and traveled 
for that company from Detroit. Prior 
to his present connection, he was with 
the Walter Booth Shoe Company. 

During his long association with the 
shoe trade, Mr. Howard has made 
many friends among his customers and 
associates, all of whom wish him well 
in his new connection. 


Stylist Opens London Branch 


NEw YorK—Samuel Weinstat, of the 
Weinstat Shoe Stylists, announces that 
he has opened a branch office in Lon- 
don, England, with headquarters at the 
Regent Palace hotel. The inaugural 
presentation of Weinstat models in shoe 
styling is now being held in the new 
foreign office with Albert Kovats, who 
has been appointed as English repre- 
sentative in charge of the disnlay that 
has already attracted the attention of 
shoe manufacturers of the British Isles 
as well as on the Continent. 

In establishing this London office Mr. 
Weinstat states that he is fulfilling a 
long-cherished desire and feels that 
foreign shoe manufacturers will. wel- 
come this outlet for the latest American 
shoe designing. 
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If you insist on 


leather innersoles you 
should insist on the 
best— 


VAN TAN 


permanently flexible— 
highly resilient — non- 
cracking — non-curling 
— cooler — more com- 
fortable. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


ANIAN 


the perfect leather innersole 








Varied Program Planned for 
Shoe Club Dinner 


New York — Recruiting celebrated 
performers from the front ranks of the 
night club, stage and radio, the Shoe 
Club of New York will produce a daz- 
zling show at their annual dinner dance 
scheduled for Saturday evening, No- 
vember 6, at the Hotel McAlpin. 

As master of ceremonies, Henry 
Youngman, the hilarious jester of the 
Kate Smith radio program, has been 
engaged. The acts which he will intro- 
duce are many and renowned. Sheila 
Barrett, popular young mimic and 
satirist, now featured at the Rainbow 
Roon, is one, and the gay dancing team 
of Grace and Ray McDonald, now star- 
ring in “Babes in Arms,” another. 
Many other acts of like caliber will ap- 
pear, making a banner attendance at 
the affair a certainty. 

The concerted efforts of Leonard 
Friedman, president of the Shoe Club, 
and Barney Kimless, chairman of the 
entertainment committee, have brought 
about the enlisting of the fore-men- 
tioned entertainment. George Hall and 
his Columbia Broadcasting Orchestra 
will play for dancing with the dynamic 
Dolly Dawn singing the vocals. 

More than half the capacity of the 
main ball room at the Hotel McAlpin 
has already been reserved for this 
night, and persons in the shoe and 
leather industries desiring to attend 
are asked to get their reservations in 
at an early date. 
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Harrisburg Retailers Hold 
Dinner Meeting 


HARRISBURG, Pa.—Aboui fifty per- 
sons attended the Opening Fall Dinner- 
Meeting of the Harrisburg Shoe Retail- 
ers’ Association on October 19 at the 
West Shore Country Club, when guests 
from the York Shoe Retailers’ Associa- 
tion also were present. 

The principal speaker was Ralph 
Servis, superintendent of the Carlisle 
Shoe Factory, who discussed the meth- 
ods of manufacturing shoes. H. W. 
Becker, controller of the factory, also 
spoke during the session. 

Among the other speakers were S. 
Lebowitz, representing the York asso- 
ciation, who outlined the fifteen years 
of activity of that club and commended 
the Harrisburg group, which organized 
only recently, for getting off to a good 
start; Ed Reineberg, York, a_ past- 
president of the Middle Atlantic Shoe 
Retailers’ Association, also spoke. 

The possibility of organizing a tri- 
city group to include Harrisburg, York 
and Lancaster was discussed, it was 
reported by Walter F. Deissler, presi- 
dent of the Harrisburg association and 
manager of the shoe department of 
Bowman & Company, who was in 
charge of the meeting. The associa- 
tions of the different cities would meet 
together every few months in the vari- 
ous towns. Tentative plans for the 
organization are seriously being con- 
sidered. 

Billy Hess, veteran Harrisburg shoe- 
man, delivered the invocation and later 
sang several songs as part of the en- 
tertainment program provided for the 
meeting. Community singing was led 
by Ernest Barbush, manager of the 
shoe department of the William B. 
Schleisner Store. Willard Lewis, man- 
ager of the shoe department of the 
Mary Sachs Store, was chairman of 
the entertainment committee. 





Garafola Joins American 


Shoe Co. 


NEw YorK—Emil Garafola, well 
known Brooklyn shoe manufacturer 
and designer, has joined the American 
Shoe Company, 400 Lafayette Street, 
here, where he will be associated with 
his brother, James, in the styling and 
designing of this company’s high-style 
line of feminine footwear. 

Mr. Garafola was for many years 
head of Garafola Bros. Shoe Company 
in Brooklyn, where he gained wide re- 
nown as the creator of many original 
styles in women’s shoes. 





Gerwin Appointed 
L. H. Hamel Agent 


HAVERHILL, Mass.—Paul J. Gerwin 
of Columbus, Ohio, has been appointed 
agent for the L. H. Hamel Leather 
Company of Haverhill, to handle their 
line of black glazed kidskins in the 
Ohio territory, which also includes 
Nashville, Tenn. +> 





. 





BOOT AND SHOE RECORDER, October 30, 1937 


py 


BOOTS AND SHOES 


MID-STATES SHOE CO., Milwaukee, Wis.. 
MISHAWAKA RUBBER & WOOLEN MFG. CO. Ktishiasaiihe, ary 


UNITED SHOE MACHINERY CORP., Boston, Mass....................-.. 


STORE EQUIPMENT AND FINDINGS 


TOLMAN-DAVIDSON ADVERTISING PRESS. INC., Boston, Mass................... 








BASS, GEO. H., CO., Wilton, Me.. 4% 
BROOKS SHOE MFG. CO., Philadelphia, Pa. 46 
CLAPP, EDWIN, & SONS, INC., E. Mescnouth: Nita poral cet cralaaaais Fat aete Dee 46 
Chpenarn hg were aee,crookiyn: N.-Y.0.. ok eee ck ce vavencdeceseedeseeuten oM® 
DANVERS SHOE CO., Newburyport, Mass...... Sais EAED hace anne aa eee 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.............0.. ccc cec cece een eee , 5 
FLORSHEIM SHOE CO., Chicago, Ill....................0... ile Latin ene eon oe ee 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo...................... 10 
GREAT EASTERN SHOE CO., Boston, Mass.. te eae 
GREEN SHOE MFG. CO., Boston, Mass.. ihe Back Cover 
HAMILTON, BROWN SHOE CO., St. Lows is, lide: Seo e. Aer ie ee 23 
MINE & LYNCH SHOE CO., INC... New York City. ............0.00... edict 
KRIPPENDORF-DITTMANN CO., Cincinnati, O............. 31 

.34, 35 


Front Cover 


MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............ 46 
nN eR UMA gg. 'c coo 2 ace baste oad pave bd Stee peace cava Lawowed 49 
OWENS SHOE CO., Salem, Mass. idee “Fae RG wll aes en, See 
ROHN SHOE MFG. CO., Milwaukee, Wis... 45 
SAWYER, R. J., INC., Freeport, Me...... REE rr rer SS nate 43 
SCHWARTZ & HERDER, INC., Philadelphia, Pa RMI RON A eer (citer Tl Re Wg 49 
THOMPSON BROS. SHOE CO.., Brockton, Mass............... 00. c cee cee ees 2 ae 
LEATHER AND OTHER MATERIALS 
GOLOOMAL TAPING “Gow Basion, Masti. nb ie cde en cnt ouee 2 
Ps nn hs a, NOTING i's Bk coco 0 0a hed 5 tee ce peadsa'vlore 7 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis.......... ........0.000005, 33 
HUBSCHMAN, E., & SONS, Philadeiphia, Pa....................... ‘2nd ‘une 
UM INTE rts ETON, SMBUS 05 ccs vic cctiscecne ce eseeiseeevassvebbuvees 40 
NORTHWESTERN LEATHER CO. TRUST, Boston, Mass...........00.0.0 ce cece cues 39 
PANTHER-PANCO CO., Chelsea, Mass.. Sia el ciatcv dncelbase Oa cy ee oer 
VAN TASSEL LEATHER CO., Norwich, Bien: BE ia i UR Ath ate aie eet hs ac A eR A 49 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 

COMPO SHOE MACHINERY CORP., Boston, Mass.............0.00 000 ccc eceeeeeee I 
CAR ORT: PONE. iw 5 oi cic ens bai vee ne Face owas 6 
SPAULDING FIBRE CO., No. Rochester, N. H.............. 00 ccc cee eee e cc cetteee 3 
UNITED FAST COLOR EYELET CO., Boston, Mass................. 00... c cece eee 38 

.....36, 44 


DANIELS SHOE PRODUCTS, Port Chester, N. Y............. 00.00. 48 
FLEISCHMAN ART, 280, Now York City: 6... ee bie cc ccc ccncvcveweeees 46, 51 
MANOLIS MANUFACTURING CO., Chicago, Ill..........000000.000 000 cee cee eee 50 
MOHAWK CARPET MILLS, New York City............0.000 000000 c cece eee cee 42 
Pepe nee, eater SEMIIVONG, GONME.. io es ce ccdee ceive cccpvoeceesve 50 
eB OR 8 oT on SP | A ag Oe 25 
es NIE OU Vis ns oo pve olin ctsis's & viciv die G4K 0k p Uw auie vieibsteevaces 47 
MISCELLANEOUS 

PARIS SHOE COMPANY, New York City...........0.0 0.00 cc cece ee cee cen ee eeees 50 
IL OEM a oS Cod sic lie c a aug 0 OV vain Pes owbecdceveecedeaese 50 
KIRSCH-BLACHER CO., INC., New York City............ 0.0.00. cc cece cece eeues 50 
nn ea ena 51 

49 





BOOT AND SHOE RECORDER, November 6, 1937 


T NO TIME have Vitality lines embraced so 
complete and varied a selection of volume 

selling shoes. New notes of style... new lasts 
...new features, are splendidly arrayed in the 
spring presentation. 
Additions to the lines include a 20/8 heel sandal 
last and the introduction of Delmac construction 
in the style shoes represented. 
Additions also include a complete range of lasts 
in Big Misses’, Misses’ and Children’s, and a 
13/8 heel last for Growing Girls’ over which 
Delmac construction will le employed; these 
shoes supplementing the Children’s Goodyear 
welt line and the Growing Girls’ Goodyear welt 
line, respectively. 


Vi 


MEN’S 
AAA to G 
Sizes 5 to 14 
$5.50 and $6 


WOMEN’S 
AAAAA to EEE 
Sizes 2 to 11 
$6.75 and $7.75 


RES 


be 


There also has been added two lasts to our 
Goodyear welt line of Children’s shoes, one for 
Misses’ regular type and one for Misses’ mocca- 
sin type patterns. The Men’s line has been 
broadened substantially and an important new 
moccasin last added to the Boys’. 


Our Growing Girls’ Goodyear welt and Delmac 
construction shoes have been planned in a 
grade under the one formerly used in order 
that these numbers might be priced to retail 
profitably at $5.00. 


Our sales representatives are now on their terri- 
tories and at the earliest possible moment will 
present the spring lines to our customers. 


Il Y 


CHILDREN'S 


a Complete Widths 
ants 6 and sizes 
$4.50 $2.50 to $5.50 


Priced according to size 


Vitality Thrift Grade shoes for women $6.00. Vitality Growing Girls’ shoes, thrift grade, (Goodyear welt and 
Delmac construction) $5.00. Vitapoise feature shoes for children $3.50 to $6.00, priced according to size. 











G. LEVOR & CO., inc. 


Tanners over 60 Years 


GLOVERSVILLE NEW YORK 
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IS BY BANCROFT-WALKER 


is BY COLONIAL 


Bancroft-Walker use Colonial Sno-White for their high-style shoes because they 
know that its whiteness, its lustre and its lasting finish are absolutely depend- 
able. They know that a white patent leather which has increased from 180,000 
to well over 2,000,000 feet in three years must be right. 

Colonial Sno-White IS right, and it is being more widely used and more smartly 
styled than ever before — especially for Southern wear. May we send you a swatch 
of it and of some of the thirty other stunning colors of Colonial Patent leather? 


Address: Department R. 


COLONIAL TANNING CO. 
207 SOUTH ST., BOSTON C Oo L Oo Ni : A qi 
FOR THE Se ltt LEATHER SHOES 
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ANNOUNCEMENT 


MUSEBECK SHOE COMPANY 


OPENS 
SPECIAL SHOE DEPARTMENT 


Specializing in the building of shoes for all types of foot de- 
formities, such as bunions, hammer toes, contracted arches, 
club feet, pronated feet, and deformities resulting from ar- 


thritis and infantile paralysis. 


For further information, write to 
The Foot and Shoe Research Department of the 


MUSEBECK SHOE COMPANY 


DANVILLE, ILL. 
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‘Women’s Brown Three Snap, 
College OS See $.834% 
2955— Black. 
2930—Brown, Cuban. 
2931—Black, Cuban. 
2956—Brown, Baby Louis. 
2957—Black, Baby Louis 
2942—Brown, Spike. 
2943—Black, Spike. 
2932—Brown, Low Heel. 
2933—Black, Low Heel. 
2980—Brown, Full Heel, EEE Last. 
2981—Black, Full Heel, EE Last. 
—_ isses’ Brown, Low Heel. 
293344—Black. 
2932% and 2933% —Childs’. 5/ re 

78 

2973%4—Childs’ White, Low Heel, 


























Paracords are our complete line of top-quality 
rubber footwear, designed and built to fit mod- 


8 Strap. 4/12..........-4. $1.01% ‘ , 
seGe—Winey Brows, Low Bost ern lasts and styles; the only line that carries a 


genuine leather insole in types that come in 


k. 
984% and 2995%—Childe’. | 6/12. 
contact with the foot. A topnotch line that 


yar <i 9 White, Low — 
344% 


Serap, 6/18... cccccsccce $1. 
costs no more than average. See Paracords he- 


for you buy any other! 





2950M—Men’s 15” 
Bal Pac, all eyes, 
red sole. 6/12...... 
$3.26%4 
2941M — Blucher, 
Black Toe guard 
and sole. 
2948M—Men’s 16” 
ankle fit O. D. Pac, 
crepe sole, 5 eyes 
at top only. 6/12. 
$2.88 
2949M—12 inch... 
$2.64 
2939M—As 2948M. 
Strap and buckle. 





















2814 


2814M—Men’s all rubber four J 
buckle, light weight. ye ae 


28131%4—Misses’, 1214/3 ..... 
1.34 


& % 
ecg 6/12 .$1.35 2885M--Men’s Black Storm King Boot, 


2811M—Men’s Cotton Jersey, 
Four Buckle. 6/12....82.01% Sas "Boys 26/6 02g 
2811—Boys’. 244/6 ..$1.821%4 2885%4—Youths’. 11/2 ........ $2.49% 
2811 %4—Youths’. R.. /2..$1.63 2886M—Hip length. 6/12...... $3.74% 
28121%—Mi /3 $1 63 2884M—Knee me 6/12... “a 
281214 —Childs’. "6/2. $149 28869 —Youthet 11/0 222. ai1T% 


JOHNSON 





ENDICOTT 
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COVE ( ny tees 4815— Women’s Black Two 
ed TES AREER, 7 Snap, College Heel. 2144/9.$.73 
— 4814—Brown. 


im sto ck 4816—Brown, Cuban. 


4817—Black, Cuban. 
A new line of staple types, built and Priced to 4818—Brown, Spike. 
Beat Competition! Finely made throughout, in- 4819—Black, Spike. 
cluding many features of the top-grade Paracord 
line. Both Paracords and Storm-Kix are in 
stock at Endicott, St. Louis and New York City. 
Endicott Johnson rubber footwear is a major, 
year-round profit-maker for thousands of our 
dealers! 


4812% — Misses’ 
Brown Two Snap, 
Low Heel.12)4 /3 $.73 
4813 14—Black. 

48121%4 - 48134 — 
Childs’. 5/12 ...$.73 


4827M 


,  4827M—Men’s London Dress 
48121% yy ! ‘| Storm Rubber. 6/12 $.69 
f i 4826M—Sandal. 
wn ae 4824M—British Last Sandal. 
uckle, ’ .. $1. . gre 
4806M—One buckle ....81.38 \\ A\ 7 4925o™ oars “British Store 
Gueere—AN renter ....02: Pt) I aaa Ravivsse. lancet $.69 


4825—Boys’. 214/6 ...... $.65 





——e| 


SEND TODAY FOR THE COMPLETE NEW CATA- JENOICOTT JOH NSON | 
LOG OF RUBBER FOOTWEAR CARRIED IN | (reduch 
STOCK. YOUR COPY WILL BE MAILED AT ONCE. da erates 











ENDICOTT, N. Y. ¢« ST. LOUIS, MO. « NEW YORK CITY 








BALL-BAND BACKS 
ITS DEALERS WITH ] 


22,000,000 
ADVERTISING 
IMPRESSIONS IN 





10,000,000 people wear Ball-Band footwear because 

they know it is the kind of footwear on which they can 

depend. They know it's better to buy the best, and 

that is the kind of footwear that Ball-Band has been | 
building for 50 years. | 


A copy of the new Ball-Band catalog for 
1937-38 will be sent promptly on request 





MISHAWAKA RUBBER & WOOLEN MFG. CO., 








ne eer. 


BALL-BAND BACKS | 
ITS DEALERS WITH 


7,000,000 
ADVERTISING 
IMPRESSIONS IN 
SECTIONAL 
FARM MAGAZINES 


Rubbers 


Canvas Sport Shoes 
Leather Work Shoes 

Wool Boots and Socks 
Fabric Summerettes 


60,000 dealers sell Ball-Band footwear because they 
know it is the kind of footwear that is both profitable 
and pleasing to handle. It’s good business to build 
goodwill — and Ball-Band has been helping dealers do 
just that for 50 years. 


Write us if you would like to see a 
Ball-Band representative with samples 





280 WATER STREET, MISHAWAKA, INDIANA 


a aaa 
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@A New and Different Line of 
High Style Dress Footwear 

















@ Attractive Surface Textures 
made by special Patented 
Process 






@ Designed for the consumer 
who wants Ultra Smart Style 






@ Priced to provide an oppor- 
tunity for Real Profits 






@ Styles for Men, Women and 
Children 







WOMEN'S LACE MODEL 








Hood FEATURES Sell People the First Time 


=Ht00b— 
Hood QUALITY Brings them back... 





















HOOD RUBBER COMPANY, INC., WATERTOWN, MASS. 


Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New Orleans, La.; 
New York, N. Y.; Philadelphia, Pa.; Pittsburgh, Pa.; Providence, R. I.; St. Louis, Mo.; Salt Lake City, Utah; 
San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 


















THE DANIEL GREEN COMPANY 
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T seven short weeks from 
now until Christmas will 
mean the year’s biggest slip- 
per selling season. To many retailers, these 
weeks will also mean the difference between a 
good and bad year. So you had better decide 
right now whether you want to be on the red 
or black side of the balance sheet when Jan- 
uary first comes around. 


The Daniel Green Company is helping its 
dealers prepare for a profitable holiday sea- 
son. Women all over the country are being 
sold on Daniel Green slippers and sandals 
through powerful magazine advertising. The 
line is exquisitely styled to insure profitable 
volume. And the retail prices of the slippers 
and sandals are exactly what women are eager 
to pay. 

Get a good share of this bigger holiday sell- 
ing period. Just call one of our sales offices. 
It will insure a successful Christmas season. 


“DOLGEVILLE - 
S ALES OFFICES: NEW YORK - BOSTON - CHICAGO 


(A) 20600 — Corduroy 
Juliet, felt lining, 
lambswool trim. In 
stock in Aqua Green, 
self trim; Black, White 
trim; Brown, Bisam 
trim; Flame, self trim; 
French blue, self trim. 
A and C widths. $2.40 


(B) 20311—Satin scuff, 
ruffle trim. Black, self 
trim; Black, Corona- 
tion Red trim; solid 
Coronation Blue, Du- 
bonnet, Tea Rose. C 
width only. $2.10 


(C) 70243 — Oriental 
Tapestry Lollabye. In 
stock in AAA to B 
widths. $3.15 


(D) 70257—Satin open 
toe Duchess. In stock 
in Black or White, 
AAA to B widths. $3.15 


(E) 60918 — All-satin 
evening sandal. 20/8 
heel. In stock in White, 
AAA to B widths. $3.85 


(F) 60943 — The De- 
Lovely. Evening sandal 
of satin and crepe. 20/8 
heel. In stock in Black 
or White, AAA to B 
widths. $4.25 


NEW YORK 
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ONE OF THE LARGEST AND MOST POWERFUL ADVERTISING PROGRAMS IN THE HISTORY OF THE MEN’S SHOE INDUSTRY 
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PROFIT BOOKS 
FOR 19.53 


. IN 1938 Jarman advertises in 
ff two of the most powerful magazines 
in America—The Saturday Evening Post 
and Esquire. We know from past experi- 
ence that our advertising in these two 
magazines will do an outstanding selling 
job. For the coming Spring season Jarman 
has completed plans for the most com- 
prehensive sales and advertising cam- 
paign in its history. Jarman will not only 
place more advertisements, but more 
striking ones—full pages in full color to 
do full justice to the finer Jarman styles. 
Jarman’s famous feature shoes — the 
Airflator and the Two- Plane — will be 
spotlighted month after month... from 


January on. Millions of readers of The 


JARMAN SHOE COMPANY «~ Division of General Shoe Corporation «> NASHVILLE, TENNESSEE 


SHOES FOR MEN 





Saturday Evening Post and ksquire are 
going to see...read...and be prompted 
to go to their nearby Jarman dealer's. To 
insure your share of these sales, tie in 
vour store with Jarman’s national adver- 
tising. Jarman has planned month-by- 
month store promotions ...and Jarman 
will supply you with all the necessary 
material to help you do the job. Mail- 
ing cards, window displays, folders and 
newspaper mats are ready for vou now. 
Plan to sell more and to profit more 
in 1938. The Jarman representative will 
he in soon...he’ll help you stock up 
... we'll help you sell. For further in- 
formation write Jarman Shoe Company, 


Nashville, Tenn. 


Division of General Shoe Corp. 












TREADeTESTED 





Like car-makers, Jarman pre-tests every 
new model. We call it the Tread-Test. It 
is an actual walking test, mile after mile, 
day after day. The Tread-Test assures you 







that your Jarman shoes will keep‘ their 





smart looks and give lasting satisfaction. 





» | Y ‘ 





The Tread-Test appears in all Jarman ad- 
vertisements in 1938. It makes an effective 
sales appeal. It will help sell shoes for you. 










ay | ol 50 


MOST STYLES 
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With All ‘Aven Built-in 
leatures lor A<ckwnal 


Loot Health Nelling 


4758 — NYSETTE fi 


AEE. This New and Brighter 


Natural Bridge Line Salesmen on 


the Road Coast to Coast November 8th 


4576 — SCARLETT 


it.” And in this line you will see value personified, 


YW just seen this new line of Spring 
enough to satisfy the most price conscious, ease 


samples and we're convinced they're your 


first must for a successful 1938 Spring season. 
_ “Here,” say a select group of stylists and a few key 
retailers who attended our preview, ‘‘is the keenest 
lot of shoes that Natural Bridge has produced in 
all its history: real high fashion styling and that 
traditional Natural Bridge background of comfort.” 


More than ever before “when the customer's 
pocketbook feels the difference, her eyes must see 


galore to gladden the heart of the most comfort 
conscious, and faster styling to quicken the pulse of 
the most fashion conscious . . . an unbeatable 
combination and reason enough for your seeing this 
new line. Make a note now to see these Natural 
Bridge shoes when our salesman calls, or better still 
drop us a line or wire and secure an early and 


appropriate showing in his very full itinerary. 


WELTS ® SILHOUWELTS ® UCO LITTLEWAY LOCKSTITCH PROCESS 


NATURAL BRIDGE SHOES The Class of the Field . . . With 
Special Features in Line With the Current Trend TO RETAIL AT $550 and $600 


Natural Bridge S hoemakers 


Division of Craddock-Terry Company—Lynchburg, Va. 
ALSO MAKERS OF THE FAMOUS Billiken JUVENILE SHOES 





